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Rough Proofs Agency-Advertiser 
Pot Boils as Many 


ANA members are disturbed be- 
cause of the nonchalant way in| 


which FTC investigators wander | . 
Accounts Shift 


through their files. A man’s house 
New York, July 17.— The usual 


is his castle, but his office is merely 
the habitat of a prince of privilege. 

summer doldrums in advertising 

are being enlivened this season by 
the unprecedented number of major 
accounts either already assigned to 
i/new agencies or due to be shifted 
\before fall 


7 - © 

“The Thief of Bagdad” will have} 

advertising support of $500,000, a 

burglarious expenditure which is 

expected to steal plenty of cash} 
from the pockets of movie fans. 


campaigns are under- 
v,wyY taken, a roundup of client-agency 
Senator Alben Barkley is going to relationships here this week re- 


vealed. 
This trend was accentuated this 
week when Standard Brands, Inc., 


give his twist of chewing tobacco 
to Wendell Willkie so he won’t have 
to chew the rag. With a few 


more 
brilliant efforts of this kind, the|¢hose Kenyon & Eckhardt for the 
sage of the Pennyrile will establish Fleischmann yeast account. Ken- 


himself as the logical successor to|¥°" & Eckhardt will be in charge 
Will Rogers. of foil-packaged yeast merchan- 

,vwey dised to consumers, while J. Walter 
Thompson Company will retain the 
bulk, bakers’ yeast end of the ac- 
count. 

At least 10 other important ac- 
counts, including six which were | 
among the 100 leading national ad- 
vertisers of 1939, are involved in| 


“Information Please,” is to be 
given up by Canada Dry because the 
production cost has been jumped to 
$8,500 a week. In addition to 
stumping the experts, the program 
is now stumping the sponsors. 


. ¥ = the shifts, actual or prospective. | 

Emerson radio sets will be en-| Eight have been formally announced 
dorsed in the new campaign by|since April 1, with several others 
movie stars instead of technical ex-|expected within the next few) 


weeks. 


Some of Those Shifted 


perts. Like the politicians, the pic- 
ture celebs know everything about 
everything. 


a ae Changes announced since ual 


| writer Company, to Young & Rubi- 


the spotlight,” says R. W. Doe, in =i 
reviewing one phase of business ©?™: ee a at 
promotion. And, strange to say,| "0". ‘ d Schenley and mene 


Family brands, to Brown & Thomas; 
Schick Dry Shaver, Inc., to Arthur 
Kudner; McKesson & Robbins, Inc., 
liquor division, to Levy & Ellington; 
Libby, McNeill & Libby, homogen- 
ized baby foods, to J. Walter 
Thompson Company, giving Thomp- 
son the entire account; Cudahy 
Packing Company, Old Dutch 
Cleanser, to Blackett-Sample-Hum- 
mert; and Columbia Phonograph 
Corporation, to Benton & Bowles. 
eS Among the major accounts for 
According to Allen Klein, the which new agencies are expected to 
drapery used by the semi-nude in| be announced shortly is Emerson 
Allied Products advertising dimin-|Drug Company’s Bromo Seltzer. A 
ished considerably from May to/report published elsewhere to the 
June. Well, the weather was get-| effect that the account had gone to 
ting warmer if the gal wasn’t. Benton & Bowles was denied by an 
official of the agency, who declared 
that B & B had sought it and hoped 
to get it but had not been informed 


you'll still find one now 
who won’t object if 
picture in the paper. 


and then 
you print his 


>, @ F 


The farm trade is now being de- 
veloped successfully for Sunkist 
oranges. The advertising is break- 
ing down the sales resistance even 
of the sons of the soil who produce 
tomatoes and pineapples. 


7, F 


Manning, Maxwell & Moore pre-| 
sent the rear-end view of a lady of of its selection by Emerson. This 
tender years in their current adver-| was confirmed by T. M. Weatherby, 
using, and as usual will receive! pmerson vice-president, who told 
numerous letters of protest from] Apvertisinc AGE today in Baltimore 
protectors of the public morals. that there is “no truth to the re- 
port that Benton & Bowles has been 
appointed.” 


vw? 

Cerveceria Cuahtemoc, of Monte- 
rey, Mex., has started advertising 
its beer in Texas and the Southwest, 
but wisely has refrained from try- 
ing to get the customers to pro- 
nounce the company name. 


Fels-Naptha account remains un- 
changed so far as official comment 
is concerned. C. G. Fox, director 
of sales and advertising, Fels & Co., 
referred inquiries to Young & Rubi- 
cam, which has handled the account 
Garner adherents proved their]! for some time. 
fondness for the Lone Star State by From other sources, however, it 
singing ““‘Where the Bloom is on the| was learned here today that Y& R 
Sage,” suggesting that Cactus Jack|has already been designated to di- 
will be amply consoled for not hav-|rect advertising of Swan, Lever 
ing to run for the presidency. Brothers’ new all-purpose soap, but 
ese |that announcement of the appoint- 
Lew Jenkins, the sweet swatter as be Has ae — oe 
from Sweetwater, is still lightweight ee eee ee 
champion of the world. Like the 
Stranger in the country tavern, he 
merely made the mistake of taking | 


» we 


DIRECTORY OF FEATURES 


: Ad-libbing 12 

in too much territory. |Basic Business Index 25 
,eg¢ Canadian Magazine Linage 17 

‘ a ae ae __ | Editorials 12 

. The best political ad which has Getting Personal a 
appeared in the campaign thus far information for Advertisers 12 
Says simply and sweetly, “Make | Obituaries 23 
Fanny May Your Candydate.” Photographic Review 27 
Rough Proofs ! 

Copy Cus Voice of the Advertiser 16 


The situation with respect to the} 


IN CELOTEX POST 


L. R. Boulware, 


vice-president and general manager of 


who has been named 


The 


Celotex Corporation, 
(Story on Page 23.) 


Wrigley Interests 


Chicago. 


Behind Purchase of 
Collier Properties 


“Executives craved and solicited | include the following: Royal Type- | 


National Transitads 
Takes Over 6 Car Card 


Companies 


New York, July 18—The Wm 
Wrigley, Jr. Company is the key 
figure in the disposition of the six 
bankrupt Barron Collier transit ad- 
vertising companies, 


AcE learned here today, following 
purchase of the companies’ physical 
assets and good will by National 


Transitads, Inc. The latter, a new 


company with headquarters in the| 


Board of Trade 
submitted a bid 


building, Chicago 
accepted by the 
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. | of the 


_ Fair Trade Reduces Drug 


© Prices, Survey Asserts 
Price of 50 Fair Trade 


Items Down 1%, Re- 
search Bureau Reveals 


Networks Bemused 
by FIC Report 


Chicago, July 18.—Operation of 

. fair trade laws in 42 states has 

p { brought about slight reductions in 

on Copy urily the average retail price of drug 


items to the average consumer. It 


Unable to Account for has not resulted in uniform or fixed 


prices; and the operation of the laws 


H 1 g h Pp ercen t a g @ affects not more than 20 per cent 
" " of all drug store purchases—or a 
For Further Study per capita annual drug store bill 


of only $2. 

These are the highlights of the 
long-awaited report on fair trade 
and its effect on drug prices shortly 


New York, July 18.—Network 
| offic lals approached for comment on 
ithe section of the FTC report which 
declared that 22.2 per 


cent of na- ani 
|}to be published as a 360-page book 
tional network commercials were . 
2 : : by the Druggists’ Research Bureau, 
marked for further study,” where- 
be -, . |which was revived two years ago 
as only 3.3 per cent of copy from), . a 
- : for the specific purpose of investi- 
individual stations received similar 
gating the much-discussed effect of 
treatment, were unable to offer an] ; : 
fair trade laws on the retail price 
explanation. 


structure. The complete 
be available about 
be sold for $5 


report will 
Aug. 1, and will 
a copy. 


(Complete 
report issued 
which a 


details of the FTC 
earlier last week, in 
“purity score” for various 
types of media is presented, as well 
as a review of 1939 operations, ap- 


Price Charges Not Uniform 


Changes in prices resulting from 


re oO > ? ) Ss iusue. : 
f _~f n Page 18 of this issue.) fair trade have not been uniform 
They pointed out that “marked - lace ‘ eae 
for all types of drug stores and for 
for further study” does not neces- 


stores located 
country, or 
ties, 


in all sections of the 
in all sizes of communi- 
but according to the study, 
made under the direction of Prof. 
H. J. Ostlund of the University of 
Minnesota, the average retail selling 
price for the fair trade’ items 
studied, has declined 1 per cent for 
the country as a whole. 

In cities of 1,000,000 and 
accounting, according to the study, 
for 13 per cent of the country’s 
population and 18 per cent of drug 
store sales, fair trade has increased 
prices an average of 2.5 per cent for 
It was also suggested that in view the 50 representative items covered 
FTC’s oft-mentioned difficulty in the study. On the other hand, 
in performing all of the tasks within | prices of these same items in towns 


sarily imply guilt, and suggested 
that possibly much of the material 
received from independent stations 
is not broadcast in interstate com- 
merce and hence not under the 
jurisdiction of FTC. They also ex- 
pressed the view that the purpose 
of the report was merely to call 
attention to the volume of business 
handled by the Commission, and not 
to prove that advertising over inde- 
pendent stations is less questionable 
than national network copy. 


over, 


| A Possible Explanation 


court. The price paid, it is under-|its domain, the Commission may Of 10,000 or less, accounting for 51.8 
stood, was $70,000. _ ljexamine* advertising reaching a per cent of the population and 27 

President and treasurer of Na-|large audience more closely than per cent of all drug store sales, have 
tional Transitads is George E. Fra-|| that addressed to a limited group. declined 3.9 per cent; prices in cities 
zer, of Frazer & Torbet, Chicago) from 10,000 to 


Network officials indicated that they 100,000, containing 


accounting firm. H. C. Lutkin, at-|do not know\the FTC procedure in 18.6 per cent of the population and 
torney, is secretary. Directors in-| examining copy, and hence could |28 per cent of all drug store sales, 
clude Frank J. Ellis, vice-president) only guess at.reasons for the appar- | have declined 1.5 per cent; and 
of the Wrigley company: Walter A. ent paradox. prices in cities of from 100,000 to 
(Continued on Page 26) (Continued on Page 26) 1,000,000, containing 16.6 per cent 

of the population and another 27 

per cent of drug store sales, have 


Last Minute News Flashes _ ":' 


Lucky Strike Slated to Pick 


New York, July 19.—American 
come the next sponsor of “Information 
today. Although no contracts have 


increased 0.6 per cent. 

» study is based on “before and 
- after” price information received by 
Up “Information Please” the Druggists’ Research Bureau 
from considerably more than 10,000 
drug stores, usable returns repre- 
senting 23.4 per cent of all drug 


Tobacco Company 
Please,” it 
been signed the 


is slated to be- 
was learned here 
deal was reported 


to be “close to completion” and will probably be consummated within | Stores in the country, with 66.6 per 
a few days. Canada Dry will conclude its sponsorship in November.|cent of the chain drug stores cov- 
As a Lucky Strike show it will probably be shifted to Friday evening, | ered, and 20.4 per cent of the inde- 


but will continue 
unchanged. 


over the NBC 
Lord & Thomas is the 


Riegel Leaves Gear-M 
New York, July 19.—G. 
dent of Gear-Marston, 


Frede! 


Brooks Brothers 
and Tubize Chatillon Corporation, 


Crane to “Child Life” 


Chicago, July 19. 


Red. 


arston for Alley & Richards 
Philadelphia, 


& Richards as account executive. He 
, men’s clothing; J. P. Stevens & Co., 


Bert Crane, formerly with the Chicago Daily News 


Personnel and format will remain 
Lucky Strike agency. 


pendent 
Weighted Figures Used 
Weighted 


stores 


average and index fig- 


ic Riegel has resigned as vice-presi- |ures were set up for the 50 items 
to join the New York staff of Alley studied, based not only on their 
brought with him these accounts {sales price, but on their average 


turnover, so that while the 
gathered do 


Hockanum woolens; figures 


Chardonize rayon fabrics and yarns not necessarily “pee 
. sent the actual changes in selling 
: Miss Grumbine Leaves price for any one of the 50 indi- 


vidual items, they represent a com- 


posite average for the group as a 
and more recently Western manager of Prevue Magazine, has been whole. In other words, one prod- 
appointed advertising manager of Child Life. He will take over the uct included in the list was the $1 
advertising duties of E. Evalyn Grumbine, managing editor and assistant size Adex Tablets, Squibb and an- 
publisher, who has resigned because of ill health other was the 60-cent Alka-Seltzer 


Jaeger Joins Staff of Benton & Bowles 


this particular size of Alka-Seltzer 
New York, July 19.—Hal Jaeger, formerly with Sherman & Mar- turned over in drug stores ten times 
quette, Chicago, has joined Benton & Bowles here. He was previously as rapidly as did Adex Tablets, the 
with J. Walter Thompson Company, Chicago (Continued on Page 22) 
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1941 Car Models 
to Be Introduced 
Earlier Than Ever 


Detroit, July 18.—The press pre- 
view of 1941 models staged by Hud- 
son Motor Car Company Friday 
opened the preview season for this 
year and marks the earliest date for 
such an event since fall introduc- 
tion of new models was adopted by 
the industry in 1935. With the 
opening of the New York Automo- 


bile Show advanced to Oct. 12 this | 


year—the earliest fall date for a 
show—the entire new model pro- 
gram has been pushed forward. The 
preparatory work was no doubt 
hastened by the national defense 
developments which threatened to 


tie up tool and die shops, forcing | 


the motor car companies to speed 
up their requirements The result 
is that new car programs are all 
well advanced. 

Short Changeover Period 


Most companies have completed 


some 1941 cars already have started 
coming off assembly lines. 

Announcement dates have not 
been set, or if they have, they are 
/not available at this time. First to 
come probably will be Graham early 
in August, and the trade is guess- 
ing that Hudson will be next. Ma- 
jority of the introductions, however, 
are expected in September. In most 
cases, companies will follow the 
spot announcement plan, introduc- 
ing the new cars by cities or sec- 
tions as the cars become available 
for delivery. 


Nash in New Field 


One of the highlights of the 1941 
| introduction season will be the new 
lower-price car which Nash is 
grooming for the mass market. This 
is a completely new car, designed 
|to broaden materially Nash’s cov- 
erage of the market. During the 
|past year the Nash series competed 


|in a field that accounted for about) 


35 per cent of the passenger car 
| business. 
lower priced car, Nash will have 
coverage in all but the two extremes 
of the price range. 

The company completed its 1940 
model run in June and is now en- 


gaged in a $6,500,000 moderniza- 


Now with the additional | 


‘should not be issued. 


ADVERTISING AGE 


duction contemplated under the new 
program. Official announcement of 
the new line as well as other 1941 
Nash models is not expected until 
September. 


John Orr Young Sponsors 
“Willkie Magazine Fund” 


New York, July 19.—Volunteer 
Willkie - for - President advertising 
broke out anew this week when 
Agencyman John Orr Young took a 
page in The New Yorker. Mr. Young, 
acting as an individual and without 
the assistance of the official Willkie 
headquarters here, urged support of 
the Republican nominee and asked 
for contributions to a “Willkie Mag- 
azine Fund.” Copy declared each 
two dollars contributed would reach 
one thousand magazine readers. | 
Only his initials were carried in the 
couponed insertion. He described 
the ad as a feeler to see whether his 
idea would gain public support. 


Dispute Name of Ale 


The Brewing Corporation of 
America has been ordered by Cir- | 
cuit Judge Charles H. Hayden, 
Lansing, Mich., to show cause July 
22 why an injunction prohibiting 
the sale of “Amber Creme Ale” 
Dan Shiffer, 
Lansing, who owns the registered 


manufacturing on 1940 cars. It ap-| tion and expansion program in its | trade name of “Amber Cream L. B. | 
pears that the changeover period |Kenosha and Milwaukee plants in C.,” is the petitioner. He also is | 
will be shorter than usual; in fact | preparation for the enlarged pro-|asking the court to fix damages. 
: | 
| ee | 
| ve ‘sea 
| | 
| | 
| | 
| | 
| | 
7 
i | 
| : 
| 
} Thank you, Mr. Reeve! You leave little for us to add, 
| save that the Imprinting department which handles | 
your work is the largest and best equipped in the | 
! F REE! Middle West. It has a capacity of 1,000,000 imprints 
| ‘ per day. Imprinting is but one of several mechanical | 
; Send for our “AD-QUIZ", hit of services we render to agencies and advertisers. We like- | 
the A.F.A. Convention. Puzzle the wise offer complete creative service on direct mail and | 
| experts in your office. How many printed sales promotion. Call or write for full details 
| copies would you like? about the comprehensive service we have to offer you. | 
! | 
' Buckley, Dement & Company | 
= & } oi. 3 
' Printing * Offset * Form Letters * Mailing Lists * Addressing * Mailing | 
' 1300 Jackson Boulevard Chicago 1 
! ! 
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NEWEST RECRUIT TO ADVERTISING'S RANKS 


NEw ek TIMES, © 


~ PREFER 


‘This advertisement bes been pend for by « group of 
American citizens whose semen end eddresses are 
being Hied with the State Department Weshington DC 


Defense now needs UNION NOW 


A proposal that the U.S. A. and the Six British Democracies 


form a Federal Union 


Support for the unique plan advanced 
combination into one ‘federal union" 


before it is too late 


Proposed Declaration 
ot 


, on @ 


Inter dependence 


in Clarence Streit's book, urging the 


of the United States and the six British 


democracies, is sought from the public through this full-page advertising which 
appeared in the New York Times and one or two other newspapers last week. 


Chevrolet Seeking — 


Millionth Carin 


| 
| 
| 


Summer Contest 


Detroit, July 18.—With its mil- 
lionth 1940 car and a trip to the 
New York World’s Fair as the prize, | 
Chevrolet Motor Company has 
launched a contest to locate the mil- 
lionth Chevrolet Six produced after 
introduction of the valve-in-head 
Six in 1929. 

Search for the earlier milestone 
car will be conducted through 
Chevrolet dealers, all of whom are 
being furnished with official entry 
blanks. All cars entered must have 
been acquired by their present own- 
ers, and licensed for passenger car 
operation, prior to July 12, 1940, and 
entry blanks, to be mailed before 
midnight Aug. 31, must bear the sig- 
nature of a Chevrolet dealer in cer- 
tification of the data set forth re- 


| garding the car. 


The idea behind the contest is to | 
focus attention upon the wide mar- 
gin of leadership which the Chevro- 
let product has carved out in the 
1940 model year. The contest pro- 
vides an opportunity for effective 
reiteration of this leadership story in 
the company’s publicity. Releases | 
are scheduled as follows: at time of 
the car’s actual production, which 
was July 12; at time of its arrival at 
the New York World’s Fair, during | 
week of July 21; at two-week in- 
tervals thence until deadline, Aug. | 
31; again about Sept. 15, when the | 
winner will be named; and finally 
when the winner takes delivery of 
his car at the Fair. 

The program spans the period be- 
tween the decline of the 1940 model 
year and the start of the 1941 model 
year, a period when an institutional 
type of publicity is considered as 
more desirable, since it is too late 
to push current models and _ too 
early to talk about next year’s cars. 

The current contest is somewhat 
reminiscent of the search conducted 
by Chevrolet in 1936 for the “old- 
est Chevrolet in use.” At that time 
the millionth Chevrolet built in 
1935 was the award and it was won 
by an aged couple of Wuentin, Pa., 
who had bought their car new in 
1912 and had driven it for 24 years. 


Promotes Butter Bread 
Jacob Laub Baking Company, 


Cleveland, is heralding the restora- 


tion of wheat heart to the white 
flour from which its Butter Bread 
is made with an outband of red, 
white and blue carrying the regis- 
tered trade name, “Hart-O-Wheet.” 
Newspapers, radio and direct mail 
are being used. Hubbell Advertis- 
ing Agency, Inc., Cleveland, has the 
account with MacDonald - Potter, 
Inc., Chicago, in a consulting capac- 
ity. 


Appoints Mrs. Reed 

Mrs. Elizabeth Grey Stewart Reed, 
who has been with The New 
Yorker for five years, has been 
appointed copywriter and assistant 
account executive by Snow, Bates & 
Orme, Inc., Springfield, Mass. 


Edwards Joins WABC 
Wilbur Edwards has joined the 
sales staff of Station WABC, New 
York, after two and one-half years 
with Station WBT, Charlotte, N. C. 
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Building 
is strongly launched 


in the direction of increase 
privately - financed constru 
tion. Reporting and interpre 
ing every trend from mar 
facture to application, poo 
i contacts 

papers 
effective 
active building market. 


INDUSTRIAL PUBLICATIONS, INC. 


59 E. VAN BUREN STREET, CHICAGO 


ndustry-wide 
group of forms 


unit in 


most 
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What ever happened 


to long underwear’ 


Ever stop to think why the old Red Flannels went out? 

For the same reason that the "New Method Of 
Magazine Advertising”’ is coming in. 

Because folks these days know you don't have to 
blanket the whole works, in order to cover a few 
vital areas. 

For example... 

Take the 25 big-city markets that do the lion’s 


share of America’s business. With the ‘‘red flannel’”’ 


*To be exact, $3,101,632 (PIB) 
... or 59.4% over 1939. 


type of magazine, you can’t single out these profit- 
centers. You have to advertise to the whole shebang. 

But with THIS WEEK MAGAZINE you can buy 
a 5% million circulation that concentrates on just 
these 25 key markets... And covers them as thor- 
oughly as the next 4 national weeklies, or the top 
4 women’s magazines, combined. 

And that’s one reason why advertisers spent over 
$3,000,000* here, in the first half of 1940. 
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ADVERTISING AGE 


3 Stations Given 
Go-Ahead Signal 
on Television Band 


Washington, D. C., July 18.—The 
Federal Communications Commis- 
sion yesterday confirmed its pre- 
vious tentative approval of con- 
struction of a San Francisco tele- 
vision station by the Don Lee 
sroadcasting Company and_ also 
authorized National Broadcasting 


Company’s Station W2XBS in New 
York and Don Lee Station W6XOA 
in Los Angeles to use the new tele- 
vision broadcast channel No. 1. 

The three stations, according to 
the FCC, assure continued television 
experimentation to develop uniform 
transmission standards, equipment 
tests and training of technicians 
and experimental programs for pub- 
lic enjoyment. 

NBC has advised the Commis- 
sion that its New York station will 
continue to use the RMA standard, 
but will collaborate with RCA in 
reviewing various types of trans- 
mission standards. If necessary it 
will undertake full-scale field test- 
ing. Its equipment changes will be 
made during the summer when 
audience interest is at a minimum, 
and probably will be completed in 
about two months. 

Both Don Lee will 


stations ex- 


FIRST in PHILLY 


audiences of Phila. Network Stations 
9-9:15 A.M. Mon. thru Fri.—4 Mo. Avg. 


WFIL 27.1'. 
WCAU 14.7°; 
KYW 3.9% 


% listeners identifying station and program 


For LOWER COST Circulation 


BUY WFIL 


periment with transmission signals 
and will test the effects of various 
power supply systems on reception, 
as well as studying co-channel in- 
terference. 
RMA Names Committee 

The FCC also revealed that it is 
cooperating with a television com- 
mittee sponsored by the Radio 
Manufacturers Association, which is 
to study existing facilities with a 
view to creating a single nation- 
wide system. The first meeting of 
the committee will be held in New 
York the end of this month. 

W. R. G. Baker, director of RMA, 
is chairman of this committee, 


which includes representatives of 
CBS; Don Lee; Du Mont; Farns- 
worth; General Electric; Hazeltin 
Corporation; J. V. L. Hogan; Hughes 


Tool Company; Radio Engineers In- 
stitute; Philco; RCA; Stromberg- 
Carlson; and Zenith. 


Charter Group to Market 
Carver Discoveries 


To manufacture and market the 
numerous food and other products 
developed and discovered by Dr. 
George W. Carver, famous negro 
scientist of Tuskegee, Certified 
Brands, Inc., has been chartered in 
Atlanta by a group of Atlanta busi- 
ness men headed by Dan Y. Sage, 


Jr., William J. Crum and J. B. 
Burns. 
The products, which include new 


foods, 
stains, 


cosmetics, paints, 
pharmaceuticals, fertiliners | 
and agricultural by-products—all 
made from Southern material—are 
to be put on the market under the 
name of “Carvoline Products” and 
will be nationally advertised and 
marketed. The corporation is capi- | 
talized at $150,000, and laboratories 
and plant will be constructed shortly 
to put Dr. Carver's discoveries on 
the market. 


oils, dyes, | 


Union to Advertise 

The Household Furniture and Ap- 
pliance Sales and Service Men’s 
Union, Local No. 1343, Milwaukee, 
in cooperation with the 
Radio, Refrigeration and Appliance 
Association, will advertise in the 
next directory of the 
Telephone Company the list of union 
shops properly equipped for han- 
dling work in that field. 


Can you beat that! 
DAI says Outdoor Advertising 
is a better buy in 
winter months 


RET Ss 


“ty ) 4 \ 
Olurpoor >\DVERTISING _NCORPORATED 


National Sales Representative of the Outdoor Industry 


60 East 42nd Street, New York City 
2s Baltimore - Boston - Chicago - Cleveland - Detroit - Heuston - Los Angeles - Philadelphia - 


} 
S Louis » San Prancisce | 
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Poly 


HEADS SEEM TO TELL CONTINUED STORY 


so much to do wi 


$ present. Wi 


EXPECTING | 
A BABY? 


It is good news for mothers-to-he 
that one of the most delicious and 
least expensive foods — New Orleans 
molasses—is a rich source of iron. By MARY F. 

“Have set out 
dendron this s 
somed beau 


Iron requirements during expect- 
ancy are very high. Iron is needed 
in large amounts to provide a re- 


in 


serve of this mineral for the early growth. However 
months of infancy. An infant's all- but none of the old) 
milk diet contains little or no iron, some 

eaten and some 


A large enough supply should be 
stored before birth to last until the 
baby can eat solid foods. So be 
sure to get plenty of iron-rich foods. 
New scientific tests— made with 
Brer Rabbit New Orleans Molasses 
—have proved it is one of our rich- 
est food sources of iron. A table- 
spoon of Brer Rabbit Molasses 
| three times a day will give you a 
| substantial amount of your total 
daily iron requirements. 


Mrs 


use it all summer 


poison to kill it 


A delightful way to get extra iron is 
to mix one or more tablespoons of Brer 
Rabbit New Orleans Molasses with a 
glass of milk. It's a delicious drink! 
And use molasses on cereal in place of 
ther sweetening. Enjoy it in ginger- 
bread or molasses cookies. 


Free Illustrated Book 
Over 100 ways to use molasses 
Write to Penick & Ford, Ltd., Inc., 
New Orleans, La., Dept. 21 
Brer Rabbit New Orleans Molasses is 


accepted by American Medical Association 
Council on Foods. —advt. 


such as 


arsenate 


your letter 


with cold water or 


may be used in a 


{calcht?m and phospMiortus are Avan- 
| able but that vitamin D—which has 


New Spray 
Ils Advised 


two cat awba rhodo- 
g. They have blos- 


of the leaves are entirely 
have large chunks 
eaten out of the leaves. Have sprayed 
but the damage continues. I cannot 
see any caterpillars on the bushes 
Can you suggest a remedy?” 
H. S. W., 
The spray you are using is 
the eating and chewing insects, but 
only for the sucking type. You could 


trol this pest which needs a stomach 


eats, it needs a poison which it will 
take internally and the one you have 
been using kills only some insects 
aphis by 
| Therefore we call it a contact spray 
| You need a stomach or tnternal kill- ** 
| ing poison, such as paris green or an 


Am recommending such a spray in 
but for red spider you 
may have to use the tobacco nicotine », 


Cartridges can now be found which 


by use of the garden hose, making 
‘the spraying. & very easy one. 


confirttfion” with iron—in buildéiiig! 


ith th simil hemoglobin. In fact, it ts the im- 
1 t ro a we ation purity in this latter metal (fractions 
th this substance of ¢ copper) that makes the ordinary 


— icinal form so helpful. In other 

rd chemically pure cen is not 
as valuable as that which embodies | 
mi s 


hese minerals all together 
realize that they move 
@ speed in and through 
board of our billions of 
g our behavior so that 
ill beat normally. the 
nerves behave properly, and diges- 
tion proceed without interruption. 


Now Amazing Proved 
Hygienic Protection 
for Married Women 


Thousands upon thousands of women 
1ave now learned to use a sensational, | 
scientific discovery for hygienic purposes 
This boon to womankind 1s not a poison, 
yet actually kills germs at contact. It 
called Zonite, and its action is amazing 
when used in a douche. It instantly kills 
terms and bacteria on contact, yet it is 
me douche proved safe—will not harm 
delicate tissues. And Zonite deodorizes — 
ures daintiness. Helps keep one fresh, 
clean and pure. So successful has Zonite 
een that over 20,000,000 bottles have 
already been used. Get Zonite from your 
fruggist today. It's surprisingly easy and 
economical to use. Ideal for feminine 
ene Follow the simple directions 
and enjoy proved hygienic protection 
that you may never have known before 
@ Also, this famous Zonite principle in 
solid form called Zonitors—dainty, white 
i greascless suppositones. —advt.| 


COLBURN 


and start ed new 
the new growth 
has been eaten 


Hedding. N. H 
not for 


and yet not con- 


When an insect 


hitting them 


with soapy water 


tube and sprayed 


The heads on these three unrelated advertising and editorial items on one of 


the women's pages in the Boston Herald seem to tell related stories. 


left Penick & Ford, Ltd., 


At the 


features its Brer Rabbit molasses as a valuable food 


during pregnancy. 


‘Lie Detector’ Is 


Developed to Show 
True Profit Story 


| 
| 
| 


Wisconsin | 


Wisconsin | 


New Concept of Cost 
of Grocery Selling 
Helps National Brands 

Chicago, July 18. A_ radically 
*»w method of figuring costs of do- 


ing business and profit possibilities 
from various items in grocery stores 


has) been developed by Verst Pub- 
lishing Company, publisher of Suc- 
icessful Grocer and Wholesale Gro- 
cer News. 

The device is called the “Net 
Profit Lie Detector,” and its opera- 
tion and development is based on 


ithe 


jnot 


; ae Oe 
Ae aie r ee Rg, ore 
ee ea ene 


the premise that use of average op- 
eating expenses as a vardstick of 
profitubleness of a product 
carried by a distributor is com- 
pletely erroneous, and that no con- 
ception of profit margin which does 
take turnover into major 
count is worth anything 

“Your money is invested in 
we call them shelf dollars,” 
the publisher tells retailers in ex- 
plaining the operation of the Net 
Profit Lie Detector. “How they act” 
tells the final story of profits and 
losses. In addition to the cost of 
the merchandise, each shelf dollar 
must pay its share of all operating 
expenses. If you have an inventory, 
at resale prices, of $5,000 and ex- 
penses of $7,500 per year, it means 
that each store dollar has an up- 
keep cost of $1.50 per year or three 
cents per week. If your dollar stays 
on your shelf two weeks, it costs 
you six cents, three weeks nine 
cents, etc. If it remains unsold for 
ten weeks, it costs you 30 cents to 
carry it. 


acC- 


groc- 
eries 


Costs Vary 


“If a dollar of merchandise brings 
10 per cent gross margin of profit 
and sells within a week, the upkeep 


cost being three cents, you make 
seven cents. If you have a 20 per 
cent margin, and it stays on your 


shelf five weeks, the cost being 15 
cents, you have made only five cents 
on this dollar.” 

The cost of carrying merchandise 
varies from store to store, the com- 
pany explains, and therefore a series 
of charts have been developed, 
striking reasonably accurate figures 
for stores doing a different weekly 
volume of business. 

“You have usually figured that if 
your average expense of doing busi- 
ness is 18 per cent, items bringing 
you much are losers and vice 
versa, that large profit merchandise 
is what you must depend on to 
make up a good average. But noth- 
ing is more misleading than the 


less 


jat a gross margin of 10 per 


, 


word ‘average.’ If you make 8 per 
cent on one item and 40 per cent on 
another your profit is not an aver- 
age of 24 per cent—it may be 10, 
20, 30, depending on how rapidly 
and how many you sell. 

“The dollar bringing you 8 per 
cent margin may have moved in 
one week and your upkeep cost was 
low whereas the dollar bringing you 
40 per cent margin may have re- 
mained on your shelves for 10 
weeks. Therefore, it is unquestion- 
ably wrong to consider your profit 
an average of 24 per cent. 

“The only measure of your real 
profit is the difference between 
your weekly upkeep costs of each 
shelf dollar and your gross profit on 
this dollar. If it overstays its time 


your upkeep costs multiply and 
your profits dwindle.” 
Covers Wide Range 
The Net Profit Lie Detector 
demonstrates these facts for each 
type of store with tables showing 


what happens to merchandise with 
10, 18, and 32 per cent gross mar- 
gin, when sold in 1, 2, 4, 8 or 16 
weeks. For example, a sale of $1 
cent, if 
made every week, nets weekly profit 
on that dollar of 6 cents, or $3 per 
year, whereas sale of a 32 per cent 
margin item once every four weeks 
nets only 4 cents a week, or $2 a 
year. 

Julian J. Verst, publisher, 
plains the Lie Detector’s 
purpose as follows: 

“The retail and wholesale grocer 
have become more and more an- 
tagonistic toward promoted brands 
because of low gross margin profits. 


ex- 
primary 


Based on thorough economic 
research, we teach the grocer that 
the bulk of his net profit comes 


from fast selling items in constant 


demand, even though his margin 
of profit per unit appears small. 
We demonstrate to him that if he 
turns them in a week his cost is 
only somewhere between 214 to 4 
per cent, as against the 12 to 18 
per cent average costs that are on 


his mind. 

“We thus make him change com- 
pletely for his own benefit, his atti- 
ture toward nationally advertised 
brands. . . It is a simple, honest, 
straightforward story on net profits 
that can be told on _ promoted 
brands.” 


New Title for Heath 


Leo Burnett Company, Chicago, 
has announced the appointment of 
Dick Heath as executive vice-presi- 
dent of the agency, a newly created 


position Mr. Heath has been a 
member of the agency’s executive 
staff. 


Crosby to Fitegerald 


Crosby Naval Stores, Inc 
yune, Miss., maker of naval stores 
and miscellaneous chemicals, has 
appointed Fitzgerald Advertising 
Agency, Inc., to direct its advertis- 
ing. Business papers will be used 


Pica- ' 


Is Tt True That 
Sugar Is Sugar? 
U. S. to Decide 


Washington, D. C., July 17.—In 
first announcement since the Fi 
and Drug Administration was tray 
ferred from the Department 
Agriculture to the Federal Securit 
Administration, the FSA _ repo; 
that hearings on the use of sugar 
canned peaches, pears, apricots a: 
cherries and the labeling there: 
will be reopened. 

In taking this action the FSA 
carrying out the program of tf!) 
Department of Agriculture, whi 
had decided to reopen the hearing 
In announcing the plan, Assistan: 
FSA Administrator Wayne Coy d 
clared that hearings will be held 


|s00n as practical, but no speci! 
|date has been set. 

| The present controversy aro 
over use of sucrose (cane or beet 


sugar) and corn sugar (dextrose) 
the making of syrups for packir 
various fruits. The fruit standard 
promulgated by the Department 
Agriculture allowed the use 0! 
sucrose alone or a mixture 0! 
sucrose and corn sugar in maki! 
the necessary syrups. Label dec: 
ration of sugar is not required, 
regulations do prescribe a descrip- 
tion of the syrup as light, medium, 
heavy, or extra heavy. Since co: 
sugar is less sweet than cane or beet 
sugar, the regulations provide usin 
one and one-half times muc 
corn sugar as “regular sugar.” 

Following promulgation of th 
standards, they were attacked 
being invalid due to failure to ré 
quire corn sugar label declaratior 
A petition also was received asking 
that corn sugar be used on an equal 
basis with sugar. After this actio 
the Department of Agriculture asked 
that the record of the case pending 
in the Circuit Court of Appeals be 
returned so that further hearing 
could be held, and this request wa 
granted. 


as 


Employes Buy “Post” 

The Post Employes’ Association, 
nonstock corporation comprised of 
some 90 employes of the Milwaukee 
Evening Post, has acquired owner- 
ship of the daily newspaper from 
the Wisconsin Guardian Publishing 
Company. Previously the publish- 
ing firm had been controlled by 
labor unions affiliated with the Fed- 
erated Trades Council. Officers of 
the new association are Paul W 
Bartelt, president; Paul Spect 
vice-president; Elmer A. Krahn, 
treasurer, and Leslie Cross, secre- 
tary. They hold the same positions 
in the publishing firm. 


Malden Mills Appoints 


Malden Mills, Malden, Mass 
maker of overcoatings, has ap- 
pointed Badger and Browning, In: 


Boston, to’ handle its advertising 
National magazines and_ business 


publications will be used. 


Horlick to Erwin, Wasey 

Advertising of Horlick’s Malted 
Milk Corporation, Racine, Wis., has 
been placed with the Chicago of! 
of Erwin, Wasey & Co. 


Our big free 684-page Premiun 
Catalog is worth its weight 
gold if you are in need o! 
premiums. A few words ind 
cating your problems. address 

to department AA 
business letterhead, 

this book, the Hagn 
diser. in your hands 
few days. 


on you 
will play 
Mercha 


within 
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Magazine Registry | 
Set Up to Police 
Subscription Sales 


Publishers and Agencies 
Join Hands to Eliminate 
Abuses 


New York, July 18—A compre- 
hensive program for eliminating 
abuses in the solicitation of maga- 
zine subscriptions is being under- 
taken by 
cooperation with magazine sub- 
scription agencies, it was learned 
here today. The project was autho- 
rized by the circulation committee 
of the National Publishers Associa- 


collected (a) for all subscriptions on 
its own Official receipts or contracts 
and (b) for all subscriptions taken 
by its solicitors on plain store re- 


}ceipts or in any other manner what- 
| soever 


and each said agency shall 
fill or cause to be filled such sub- 


|scriptions up to the amount paid by 


the subscriber. 

6. Each said agency shall file in 
writing with the registry (a) full 
particulars of all contests which 
may be conducted by the particular 
agency and which are designed to 
increase the sale of magazine sub- 
scriptions by the agency’s represent- 
atives, and (b) statements of all 
prizes to be awarded to winning 
contestants in connection therewith, 
and (c) copies of any and all spe- 


leading publishers in |cial credentials which may be issued 


by the respective agency to contest- 


jants during the period of each such 


contest. 


tion at its meeting three weeks ago.| McDonald to KYW 


The plan will revolve 
Central Registry for the registra- 


about a 


tion of men engaged in selling mag- | 


azine subscriptions to 
At this writing 55 subscription 
agencies, including some operated 
by publishers, are 
Membership in the registry is open 
to all organizations that employ 
canvassers to sell subscriptions. The 
majority of those engaged in the 
field have already joined the new 
setup and it is expected that more 
will be enlisted. 

Management of the Central Reg- 
istry will be guided by a board of 
ten directors, five elected from the 
agency membership and five ap- 
pointed by the NPA board of di- 
rectors. The latter has_ selected 
Benjamin Allen, circulation direc- 
tor, Curtis Publishing Company; 
John S. Brehm, vice-president, 
Crowell-Collier Publishing Com- 
pany; T. Buttikofer, vice-president, 
Hearst Magazines: G. H. Harring- 
ton, vice-president, 
Publications; and Phillips Wyman, 
circulation director, McCall Corpo- 
ration. 


Wyman Made Chairman 

Representing the — subscription 
agencies are: H. A. Hocking, presi- 
dent, Publishers’ Guild; Harry L. 
Wells, president, Periodical Sales 
Company; Andrew Davlin, presi- 
dent, Union Circulation Company; 
James R. Elliott, president, Key- 
stone Readers Service; and John F. 
Sullivan, president, National Circu- 
lating Company. 

At an organization meeting of 
the registry, Mr. Wyman was named 
chairman of the board, and George 
C. Lucas, executive secretary of the 
NPA, secretary. 

Membership in 
those 


the registry of 
organizations which have 
agreed to the plan entitles them to 
registration of their salesmen to be- 
come effective early in September. 
Members agree to observe the fol- 
lowing standards of fair practice: 


Adopts Ethical Code 


1. No such agency shall know- 
ingly authorize or permit the use 
of a false or misleading canvass to 
induce subscription sales. 

2. No such agency shall know- 
ingly authorize or permit the use of 
any false or misleading statements, 
remarks or advertisements in or in 
connection with (a) subscription 
sales and/or (b) the adjustments of 
such sales and/or (c) interviews 
vith potential subscribers and/or 
!) interview with or enrollment 

sales representatives. 

3. Each said agency shall file 
vith the registry sample copies of 

official receipts and _ contract 

ms in use by it in or for the sale 
( Magazine subscriptions to the 
iblic, said receipts and contract 
ms shall be so filed for reference 
purposes only. 

4. Ne one of said agencies shall 
knowingly offer, issue, distribute or 
mit the use of any of its official 
receipts and/or contract forms by 
y one other than its own author- 
d solicitors. All agency official 
eipts shall be serially numbered 
i full and complete records of the 
lance of such receipts and con- 
cts shall be maintained by the 
agency. 

>». Each said agency shall assume | 
full responsibility for all monies 


~~ 


the public. | 


cooperating. | 


Macfadden | 


B. A. McDonald has joined the 


| sales staff of KYW, Philadelphia. 


Marks Anniversary 


B. F. Goodrich Rubber Company, 
Akron, is conducting an anniversary 
campaign in New York dailies and 
financial publications. Copy ad- 
dressed primarily to the investing 
public calls attention to the com- 
pany’s 70th anniversary and Good- 
rich’s contributions to rubber re- 
search. Buchanan & Co., New York, 
is in charge. 


Form Engraving Company 

Garland Porter, formerly man- 
ager of the Atlanta office of Rodney 
Boone, Inc., has formed, with Mer- 
rell Taylor, the Artcraft Engraving 
Company, Atlanta. The firm has 
purchased the engraving equipment 
formerly operated by the Atlanta 
Georgian and Sunday American and 
is located at 146 Nassau street, N. W. 


Plans Office Expansion 

McKee & Albright, Philadelphia, 
plans to open a new business de- 
partment in its New York office in 
August. Herbert Korholz, who re- 
cently opened the agency's Holly- 
wood office, will be in charge. 


Dean Elliott Plans 
Conferences on 
Consumer Prices 


Washington, D. C., July 17—The 
staff of the Consumer Protection Di- 
vision of the Defense Commission is 
“on the alert” to protect “the public 
from unjustifiable increases in con- 
sumer goods prices,” Dean Harriet 
Elliott, chief of this section, has an- 
nounced in a report to the President. 

At the same time she revealed 
that a series of conferences will be 
held with civic leaders, retailers, or- 
ganized consumer groups, manufac- 
turers and others interested in this 
program. These meetings would be 
a part of an educational plan to 
mobilize sentiment behind the idea 
that the public must be completely 
prepared in this emergency. 

The health and public welfare as- 
pects are due for primary considera- 
tion, it was stated. A committee has 
been appointed to aid in develop- 


ment of this program, composed of 
Surgeon General Parran, M. L. Wil- 
son, Agricultural Extension Service, 
Katherine Lenroot of the Children’s 
Bureau, and Arthur J. Altmeyer, 
chairman of the Social Security 
Board. 


O'Keefe Appeals Verdict 


Walter O’Keefe is appealing the 
recent New York supreme court 
decision in which his suit for $48,750 
damages from Packard Motor Car 
Company and Young & Rubicam 
was dismissed. He seeks to collect 
the salary he would have obtained 
if Packard and its agency had con- 
tinued the 1938 radio show on which 
he was featured. 


Michigan Liquor Sales Up 
Michigan's monopoly liquor sys- 
tem sales during the fiscal year end- 
ing June 30 netted the state’s gen- 
eral fund a profit of $17,728,869, 
compared to a profit of $14,754,091 
in the preceding year. Sales 
amounted to $41,119,156 in the past 
fiscal year compared with sales of 
$35,980,531 in the previous year. 


HOW 


MUCH DO YOU REALLY KNOW 


COVERS THESE SUBJECT 
—AND MORE! 


Charts Showing 


Stations ‘‘Listened to Most’ 
Stations ‘Heard Regularly” 
(Daytime and Nighttime) 


Showing 


Stations ‘‘Listened to Most’ 
Stations ‘Heard Regularly” 
(Daytime and Nighttime) 


Program Preferences 


Of men—of women 
By age-group 

By place of residence 
By educational status 


Ability to Recall Ad 
vertisements 


Seen in newspaper 
Seen in magazine 
Heard on Radio 


Products Used by 
Brands 


Coffee 
Cooking oil or fat 
Flour 

Laundry soap 
Tobacco 
Work clothing 


County Maps of Iowa 


S 


and magazines ? 


Audience Survey 
Summers of 


lowa, 


when and how much they listen? 


Broken down by sex, age-group, educational status, 


extent they depend on radio (versus newspapers) as a souree for news 


College from 9,001 personal 


nounce it the most helpful Survey vou have ever seen. 


WHO 


Do you know what stations they listen to most . . 


interviews 


ABOUT RADIO AUDIENCES? 


1910 lowa Radio Audience Survey gives you the most complete and 


authentic analysis of listening habits ever made among lowa families ! 


D. YOU know what types of programs are preferred by Lowa radio listeners? Do you know 


member advertisements heard on the radio as compared with advertisements seen in newspapers 


These and scores of other important questions are answered in detail in the 1940 Lowa Radio 
an indispensable source of facts, figures and percentages compiled by H. B. 
Kansas State 


throughout every county 


income, ete., 


most complete and accurate picture of lowa’s radio families available today ! 


There's such a wealth of practical, authoritative, up-to-the-minute information packed between 
the covers of this monumental data book, you'll probably wonder how you ever got along without 


it. . . . Copies are now available, without cost or obligation. Send for yours, now. You'll pro- 


for IOWA PLUS! 


DES MOINES...50,000 WATTS e J. O. MALAND, Mer. 
FREE & PETERS, INC., National Repeesentatives 


. to what 


... how well they re- 


the figures give you the 
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Possibilities for 
Milk Advertising 


Great: Francisco 


L & T Head Compares 
Opportunities to Those 
in Citrus Industry 


Chicago, July 16.—The way to in- 
creased sales of dairy products was 
pointed out to members of the Na- 
tional Dairy Council here yesterday 
by Don Francisco, president of Lord 
& Thomas, in a talk on “Getting the 
Sales You Want.” He used the 
achievements of the California Fruit 
Growers Exchange as an example of 
cooperative marketing achievement. 

Sunkist’s advertising success he 
summed up in two sentences as 
follows: 

First—Popularizing orange juice, 
thus creating a market for far 
greater quantities of oranges than 
otherwise possible. 

Second—Convincing people 
need oranges for certain 
important health reasons. 

“Milk and most of its products 
are like the orange in that they can 
be consumed in quantity—should be 
—and would be, if the public was 


they 
specific, 


fully aware of the benefits,” said 
Mr. Francisco. 
“It is true,” he continued, “that 


a great deal of advertising money is 
spent by individual companies to 
promote the sale of milk and other 
dairy products at the present time. 
For obvious reasons this advertising 
cannot be expected generally to in- 
crease milk’s consumption. Pri- 
marily it is not designed for that 
purpose. Individual companies must 
protect their own interests by build- 
ing and maintaining a_ preference 
for their own brand. 


An Industry Job 


“To increase consumption is a job 
for the industry. 
are spent each year by individual 
coffee companies. Yet to increase 
consumption, the coffee industry 


found it necessary to launch an ag- | 


gressive 
campaign. 
“The same thing happened in the 


ction s 


40°, of the Mothers reading CON- 
GRATULATIONS have an average 
of 1.7 children in addition to the 
new baby. 


cooperative advertising 


Millions of dollars | 


amounts were spent on brand ad- 
vertising, but the Tea Bureau was 
organized to increase tea’s consump- 
tion with an annual advertising ex- 
penditure of about $1,000,000. 

“And the same for wine. The in- 
dustry found itself in a desperate 
situation a couple of years ago. So 
the wine growers and vintners of 
California banded together to raise 
consumption of California wines. 

“What has happened since these 
three industries launched their co- 
operative campaigns?” Mr. Fran- 
cisco pointed out that in only two 
years coffee consumption was in- 
creased 2.2 pounds per capita. Tea 
imports jumped from 78,000,000 
pounds in 1938 to 95,700,000 pounds 
in the last 12 months. Consumption 
of California wines was 17.4 per 
cent greater in 1939 than in 1938. 

“Add to this the millions of dol- 
lars spent for orange juice, tomato 
and pineapple juice, cola drinks, 
beer and scores of others, and you 
get an idea of the terrific struggle 
going on just in the so-called bev- 
erage field alone. Then consider 
the additional millions spent in the 
broad field of food advertising. The 
total is staggering. What chance, 
then, does milk and its products 
have in winning new consumers and 
in getting present consumers to use 
more? 

“IT know of no other product in 
the world that has so many adver- 
tising attributes—that has so much 
to offer—that can appeal so di- 
rectly and so deeply to our entire 
population.” 


What Campaign Should Do 


Mr. Francisco listed the following 
functions for any cooperative dairy 
program: 

1. Advertising. 

2. Merchandising (sales promo- 
tion work in stores, restaurants, soda 
fountains, etc.) 

3. Research (to determine new 
facts about milk, butter, ice cream 
and cheese; new uses, new outlets, 
by-products; trade and consumer 
research). 

4. Publicity. 

5. Educational work in schools; 
among doctors and dietitians and 
other educational activities. 

6. Relations with the industry. 

7. Public relations. 


He showed how the citrus indus- | 


try followed this outline in increas- 
ing the average individual consump- 
tion of oranges in the United States 
from 31 in 1908 to over 90 at the 


| present time 


Causes of Failure 


As a warning Mr. Francisco sum- 
marized the causes of failure for 
cooperative campaigns as follows: 

Poor financing or lack of machin- 


al, 


HELEN ADAMS 


conducting 


“LET'S HELP YOU KEEP HOUSE” 
Five Days a Week on ST. LOUIS KWK 


tp. = , a nm ae, SO Re 5 di 4 re ie iH Spek! . a 
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tea business. Here again vast TELLS STORY FRANKLY | Air Raid Shelter 


™~ - 
Gentlemen of the Press: 


‘loo Brrrer ~ 


is the Pottstown Pill 


| AIL, sea, highway or air—every form of trans- 
portation is subject to mishap. No system hasever 


been devised which can completely whip this hazard. 


Hence, in the past when an airliner has met with 
accident and the press of the country headlined the 
tragedy, we of the Air Transport Industry swallowed 
the bitter pill because we realized that such an acci- 


dent was national news. 


B' I when some young Romeo takes his sweetheart 

up for a spin around the Pottstown airport and 
newspapers all over the country tell of ‘the charred 
bodies" which were removed from the ashes of Farmer 


Brown's barn, the pill is much too bitter for our taste. 


One is news of national interest; the other is local—as 
purely local, in our opinion, as any one of the thou- 
sands of automobile accidents that take an inordinate 


toll of lives each year. 


~~ 
PRESIDENT ROOSEVELT SAYS: Croil Aviation 
is clearly recognized as the backlog of national defense 

the country’s welfare in time of peace and its safety in 
time of war rests upon an ecconomually and technually 
sound air transportation system, both domestic and over 
eas hardly another croil activity of our peaple bears 
such a direct and intimate relation to the national security 


as does crvil aviation 


as 


</ ROM THE PRESIDENTS UESSAG4 
10 THE NATIONAL ALIATION FORTM 
JANCARD D4 1908 


[ESE 


LLY 


/T PAYS TO 


Few are the people sufficiently informed to under- 
stand that there is no more relation between the two 


accidents than there is between day and night. 


Yet the Pottstown story projected on the national 
scene raises the question of **safety in the air’’ in the 
minds of millions and is therefore detrimental to an 


industry which is blameless. 


- our tireless pursuit of absolute efficiency in the 
air, we are secking to make air travel the safest 
transportation in the world, as it rightly should be. 


Great strides toward this goal have already been made. 


On June 27th the scheduled airlines in the United 
States had flown fifteen months—and more than a billion 
and a quarter passenger miles—without fatality to 


either passengers or crew. 


Gentlemen of the Press, we hope to make an accident 
with fatalities on a scheduled airline so rare that in 
years to come it will be as big a story as the sinking of the 


Titanic, compared with a rowboat in Pottstown Creek. 


In the meantime, the press may greatly encourage 
the progress of air transportation and the productivity 
of the airlines’ advertising by considering the logic of 


the Pottstown Pill incident —and the need of differ- 


entiating between a local accident and one which is 


National News 


tly by the 17 mayor Aurlimes of the Uented 


port Imdustry 
IATION, IMS South Le Selle Street, Chicago, Wheots 


The Air Transport Association makes a frank appeal for "reasonable’’ treatment 
of air disaster stories in this advertisement addressed to newspaper men through 
the pages of Editor & Publisher. 


ery to provide permanent or 
jterm financial resources. 


long- 


Inadequate knowledge of the 
problems at hand. 
Unsound strategy and improper 


direction to accomplish the ultimate 
goal. 

Members of the industry not sold 
yn the cooperative program, or on 
advertising itself. 

Loose organization, no central 
unit with authority to plan and 
carry out the program in all its im- 
portant details. 


Getting off the track by trying 
schemes and short cuts rather than 
adhering to basic objective prin- 
ciples. 

Expecting too much in a_ short 


period of time or giving up when 
the goal may actually be in sight. 

“The public should have the facts 
jabout milk and milk _ products,” 
concluded Mr. Francisco. “Some 
day it will get them. Some day, 
either through necessity or fore- 
sight, the industry will be given the 
funds to tell the nation this great 
health story through an effective 
educational advertising campaign.” 
Dunham Dissolved; 

Hoyt, Groth in New Posts 

The John H. Dunham Company, 
Chicago advertising agency, has 
been dissolved John H. Dunham, 
head of the company, has been seri- 
ously ill and confined to a hospital 
for several weeks. 

W. S. Hoyt, vice-president of the 
company, has joined Cecil & Pres- 
brey, Inc., Chicago, and Herman A. 
Groth, secretary, has gone with 
Aubrey, Moore & Wallace, Inc., 
Chicago 

Among the 
the Dunham 
Aluminum 


accounts 
agency 
Company, 


served by 
were Club 
serviced by 
Mr. Hoyt; Creamette Company, 
Minneapolis, Maple Flooring Mfg 
Association of America and McKen- 
zie Milling Company, serviced by 
Mr. Groth; and Williamson Candy 
Company, Chicago, serviced by Mr. 
Dunham. 


Eshleman Retained 


Benjamin Eshleman Company, 
Philadelphia, has been retained as 
agency for Kerrigan’s whisky, a 
product of Gallagher & Burton, 
Inc., Philadelphia, which was re- 
cently acquired by William Jameson 
& Co., New York. National distri- 
bution and advertising are planned 
Lawrence Fertig & Co., New York, 
will continue to handle promotion 
of all other Jameson brands. 


Freak Typography 
Scored; Shorter 
Copy Blocks Urged 


Hartford, Conn., July 17.—Avoid- 
ance of freak typography and the 
use of abbreviated copy blocks were 
recommended here today as meas- 
ures insuring increased advertising 
readership by Kurt H. Volk, typog- 
rapher, in an address before the 
Hartford Advertising Club. 

Asserting that the eye is attracted 
by what looks lively, Mr. Volk sug- 
gested that instead of striving for 
typographic “ingenuity,” art direc- 
tors should impress copywriters 
with the desirability of preparing 
copy with short paragraphs at the 
beginning. 

“If you must use long copy, in- 
tersperse it with sub-headings,” 
he cautioned. “Don’t capitalize each 
word in a long sub-heading; lower 
case is easier to read. The best 
sub-headings are in the same size 
as the text type but set in bold 
caps. Copywriters should visualize 
copy as the reader will see it and 
not by the typewritten script.” 

Other suggestions offered included 
the use of type which conforms to 
the spirit of the copy; limitation of 
the design of a single advertisement 
to two type faces; use of variations 
of the same type face for emphasis 
and liveliness; and use of letter- 
spacing when it is necessary to set 
several words in all caps. 


Donnelly Quits Vick 
to Join Waitt & Bond 


R. B. Donnelly has resigned as 
new products manager of Vick 
Chemical Company, New York, to 
join Waitt & Bond, Inc., Newark, as 
vice-president in charge of sales, 
sales promotion and advertising. 
Waitt & Bond manufactures Black- 
stone and Yankee cigars. 

Before going to Vick last fall, Mr. 
Donnelly was associate advertising 
manager of General Foods Corpora- 
tion, New York. 


Issues New Rate Card 


Newark Evening News has issued 


rate card No. 17, with new rates 
effective Jan. 1, 1941. The general 
rate has been increased five cents 


per line to 35 cents, due to a 38,000 


circulation increase since present 
rates were set. The milline rate 
has been cut. 


to Be Advertised 
in Boston Papers 


Quincy, Mass., July 18.—T! 
threat of war reaching American 
shores has taken on the appearanc 
of stark reality at the Brooks-Skin- 
liner Company plant, where an- 
| nouncement was made that the fir 
| has commenced the building of “A}) 
|Steel, Bomb-Proof Shelters’’—t} 
first in the United States. 

The shelters, composed of ste: 
plate and angle irons and built i 
the form of a pyramid, have gon: 
beyond the preliminary stages and 
an advertising campaign in Bost 
newspapers is ready to break withi 
a week or two. The initial adver- 
tising campaign will be followed | 
the use of radio and magazins 
should a sufficiently large marks 
develop. 

Newspaper copy will be the acn 
of restraint in tone and make-u; 
Illustrative material will be limit 
to a picture of the bomb-proof shel- 
ter, while copy itself will mere}: 
recite structural details and dime: 
sions, and make no reference to th 
need, or lack of need, for the de- 
vice. 

Merchandising of the new produc’ 
will be confined to display of the 
merchandise at the company’s dis 
play yards where at present tw 
|shelters are on exhibition. A fea 
ture of the shelter is its ease in as 
sembly and the facility with whicl 
it can be transported, according t 
a company official. 

The product comes in severa 
sizes and prices start at $100 for 
the smallest size. 

Harry M. Frost Company, Boston 
is the agency and Karl Frost is ac- 
count executive. 


Roger H. Ferger Moves to 
“Cincinnati Enquirer” 

| Roger H. Ferger, business man- 
ager of the Pittsburgh Post-Gazette 
resigned July 13 to become assistant 
publisher of the Cincinnati En- 
quirer. He was associated with th: 
Enquirer a number of years ago as 
advertising director and was _ se- 
lected by W. F. Wiley, publisher, to 
succeed the late Ralph H. Quinn 
He joined the Post-Gazette in Janu- 
ary, 1939, after being’ busines 
manager of the Milwaukee Sentine 
for several years. 

Herbert G. Wyman, who joined 
the Post-Gazette two years ago a 
assistant business manager, ha 
been made advertising director. 


Joins John Blair 


Angus D. Mackintosh, former! 
with Station WNEW, New York 


has joined the New York sales staf! 
of John Blair & Co., newspaper and 
radio representative. 


To Benton & Bowles 


Benton & Bowles, New York, hi 
been appointed to handle the a¢ 
count of Columbia Recording Co! 
poration, Bridgeport, Conn. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 
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RETAILERS TOLD REASONS FOR VARIED PRODUCTS 


Why is IVORY 
{ sp tt an yy Sn 
Ky \ |P\ 


But in recent years this pure, 
gentle soap has appeared on 
your shelves in several other forms. 

Perhaps you've wondered why. Perhaps customers oc- 
casionally ask your clerks to recommend a particular 
form of Ivory for some specific cleansing purpose. If so, 
we believe you will find it helpful to know these facts 
about the various members of the popular “Ivory 
Family”. 


3 


IVORY in 
CAKE form 


Lots of women still consider 
Ivory in its original cake 
form best suited to their needs. In 
this form there are three sizes from 
which to choose: 


LARGE IVORY MEDIUMIVORY GUEST IVORY 
The popular size for Here isthe size The 
dishwashing because widely used for bath 


fanty size for 
the washstand. Deli 
Reenete tb benabons and toilet and for cately molded, at- 
faces produce rich Btneral cleansing, tractively wrapped. 
suds quickly Just fits the hand 


f its economy and 


PROCTER & GAMBLE = CINCINNATI, OHIO 


Please menvon The Progress wOremg adreri omens 


made in so many 
different forms? 


IVORY in FLAKE form 


“Flakes for fine things” is a tradi- 

tion with countless women. And 

Ivory Flakes provides the protec- 

tion for dainty fabrics and colors 
these women demand. Tissue-thin Ivory Flakes 
dissolve rapidly. Preferred by many women for 
dishwashing because it gives hands the daily pro 
tection of rich, pure suds. 


IVORY in SNOW form 


And here is the newest form of 
Ivory. Tiny soap-puffs that burst 


almost instantly into suds in water 


as cool as your hand. Created to 
supply the demand for an exceptionally fast dis- 
solving pure soap. Gives silk hosiery, delicate 
fabrics and colors the double safety of pure soap 
and cool suds. 


Te anrwer am ade meet, lear ont thy page and pew head 


This spread from the July issue of Progressive Grocer is unusual because, instead 

of the customary hard-hitting sales copy or the news of a special deal, it con- 

tains informative copy explaining the special purposes of each of the varied 
forms in which Ivory is sold. 


Lighting Fixture 
Makers to Check 
Utility, Design 


New York, July 17.—Informative 
labeling and certified performance 
received a new impetus today when 
it was announced that the American 
Lighting Equipment Association will 
henceforth adopt the Illuminating 
Engineering Society’s standards on 
residential ceiling luminaries and 
will utilize the inspection services 
of the Electrical Testing Labora- 
tories. 

The move marks the first effort of 
the lighting fixture industry to mer- 
chandise certified products that com- 
ply with authoritative design and 
illumination specification. Manu- 
facturers will be required to submit 
samples of eligible fixtures to the 
Electrical Testing Laboratories and 
only those fixtures conforming to 
the specifications and meeting with 
the approval of five well known 
design authorities will be permitted 
to use the certification tag. The de- 
signers constituting the advisory 
board are William A. Kimbel, Vir- 
ginia Conner, Arthur Loomis Har- 
mon, Edward D. Stone and Ray- 
mond Loewy. 

A promotional program designed 
to acquaint the trade and consum- 
ers with the certification project is 
now being formulated. The cam- 
paign will be conducted in coopera- 
tion with Mazda lamp manufac- 
turers. 


WPEN Leases Space 


WPEN, Philadelphia, has leased 
the 2lst and 22nd floors at 1528 
Walnut Street bldg. for its studios, 
auditioning rooms, executive and 
advertising offices. Alterations are 
expected to be completed by Oct. 1. 


prise \=| 


SALARIES ARE HIGHER 
IN BEAUMONT, TEXAS 


! Than In Any Other Texas me 


El) ‘The Beaumont Enter 


—— 


560 KC Full Time 


HBC 


| Represented by 
International Radio Sales 


Calvert Drive to 
Show Social Gains 
Due to Repeal 


New York, July 17.—Hard on the 
heels of increased liquor taxes im- 
posed by the expanded defense pro- 
gram, and anticipating a resurgence 
of the dry sentiment that mush- 
roomed in 1917-18, Calvert Distill- 
ers Corporation this week launched 
an educational campaign designed 
to impress consumers with the eco- 
nomic and social gains achieved 
since Repeal. 

The industry message will be 
conveyed to the public by means 
of window displays and _ interior 
display units. Highlights of the im- 
pressive story include public rev- 
enues from alcoholic beverages to- 
taling over five billion dollars from 
1933 to the end of 1939; the new 
defense tax bill will realize $124,- 
900,000 from the liquor industry, o1 
39 per cent of the revenues to be 
raised from all other sources out- 
side income tax; the amount paid 
in taxes since Repeal would run the 
army and navy for almost five 
years, on the 1939 basis; the indus- 
try furnishes employment to 1,229,- 
000 persons; during the past six 
years 480,000,000 bushels of corn, 
rye and malt purchased from Amer- 
ican farmers; newspaper and maga- 
zine advertising placed by the in- 
dustry in the past six years totaled 
$150,000,000; estimated annua] 
freight revenue from the industry 
is $25,000,000. 

Although required by law _ to 
identify the promotion as a Cal- 
vert effort, officials of the company 
express the belief that the campaign 
should be an all-industry project. 


Heinz Offers Haven 
for British Children 


Several thousand British em- 
ployes of H. J. Heinz Company, 
Pittsburgh, have been invited to 
send their children to the United 
States and Canada for the duration 
of the war at the company’s ex- 
pense. The company also will pro- 
vide homes for the children and 
support them. 

Those children who cannot be 
placed in the homes of employes of 
the Canadian subsidiary will be 
welcomed in the homes of Heinz 
workers in the United States. 


Aircratt to Clark : 


20th Century Aircraft, Inc., Los 
Angeles, has appointed Darwin H 
Clark Advertising Agency to handle 
its advertising. 20th Century Air- 
craft was organized recently to 
build military pursuit ships of plas- 


tic construction The company is | 


headed by William Schoenfeldt, 
president; Roscoe Turner, vice- 
president, and Keith Rider, designer 


Squire Joins Pepper 

Burt Squire has been appointed 
radio director of J. W. Pepper, Inc., 
New York, succeeding L. N. Marks 


Washington Jumps Three 


At a Time to Become 
America’s 11th Largest City 


i YOUR MOVE now on the sales checkerboard. Because 
the Washington market has moved—up from 14th in popu- 


lation in 1930 to 11th in 1940. 


Preliminary census figures give the District of Columbia 


663,153 inhabitants, an increase of 37°, 


during the decade. 


The entire Washington area goes up to a million, an increase 


of 43°, . 


Washington jumped past Milwaukee, Buffalo, and San 


Francisco in population and within 4,000 of Pittsburgh. 


If the 


census count had been taken at the end of 1940, instead of in 


April, Washington would probably be up in 10th place, ahead 


of Pittsburgh, too, for defense moves are causing another influx 
into Washington right now, with at least 10,000 new govern- 


ment workers—plus families—expected to come to the Capital 


shortly. 


Washington's growth has been phenomenal—matched only 
by the equally phenomenal growth of The Washington Post, in 


prestige, in circulation, in advertising, in ability to sell mer- 


chandise in this best of all markets! 


Washington's Home Morning Newspaper 
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ADVERTISING AGE 


1940 


More Ideas Presented in 


Consumer Contest Summarized 


Details of Entries Win- 
ning Honorable Men- 
tions Are Presented 

| Editor’s Note: Summaries of four 


of the eight plans which were given 
honorable mentions by the judges 


in the ADVERTISING AGE competition | 


in which $1,000 in prizes was award- 
ed for plans designed to improve 
relationships between advertisers 
and consumers are given here. A 


digest of the plans which won first, | 


second, third and fourth awards ap- 
peared in the July 8 issue, and di- 
gests of the other honorable men- 
tion awards appeared in the July 15 
issue. 
advanced in the competition will be 
presented in subsequent issues.] 


New York, July 18—A reasoned, 
scholarly approach to the problems 
involved, looking toward satisfac- 
tory long-term results, rather than 
more spectacular short-term ap- 
proaches, was presented in the hon- 
orable mention entry of James C. 
Yokum and Kenneth Dameron, of 
the Committee on Consumer Rela- 
tions in Advertising, Inc. 

No constructive program can be 
built upon a foundation which lays 
too much emphasis on public rela- 
tions techniques, most of which flow 
from a defensive, rather than a con- 
structive attitude, the authors say. 
The old formula of shouting hosan- 
nas for advertising’s accomplish- 
ments must be scrapped or revital- 
ized because it has already 
demonstrated its inability to solve 
the problem, and has not been ac- 
cepted by leaders of consumer 
thought as meeting the specific is- 
sues involved. 

Reasons for the failure of the for- 
mula are summarized as follows: 


1. These arguments have been 
purely defensive. 
2. They lack credulity because 


they have not been based 
thority. 

3. They have been used and mis- 
used too frequently by those em- 
ploying the red herring technique. 

4. They do not get at the heart 
of consumer movement problems. 


on au- 


Analyze Characteristics 
Clearly, the problems raised call 
for new approaches, new _ policies 
and new techniques, with the first 
requisite being that the problems 

raised be clearly understood. 
With this thesis the authors pro- 
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ceed to an analysis of the charac- 
teristics of the consumer movement, 
included under five headings: 

1. The consumer movement is 
primarily an economic phenomenon, 
resting on a background of economic 
change; it is not a depression phe- 
nomenon, although undoubtedly ac- 
celerated by the depression. 

2. Leadership in the movement is 
by the intelligentsia—technical, pro- 
fessional and educational groups, 
who are intelligent and well in- 
formed, generally objective and 
proud of their ability to form opin- 
based on reason rather than 


| emotion. 


Other interesting suggestions | 


| sibilities.’ 


3. It is not now a mass move- 
ment, although its leaders desire to 
make it so. “Participation by a 
great mass of consumers has tre- 
mendous latent and imminent pos- 

4. The movement is not a single 
cohesive whole, but rather a num- 
ber of movements with various in- 
terests or divergent points of em- 
phasis. But the common bond of all 
groups is dissatisfaction with pres- 
ent distribution practices and poli- 
cies. 

5. The movement is dynamic and 
fluid. If one battle is lost, new is- 
sues and new fronts emerge. 


Serious Examination Needed 


The first essential, then, in at- 
tempting to solve the problem is a 
serious examination of advertising 
from the economic and social view- 
points, and a similar serious study 
of the consumer movement and its 
implications. Study of the move- 
ment—continuous study, because of 
its fluid state—is the first essential, 
since the movement is emerging 
from the organizational state into a 
period of discussion of and action 
on specific objectives. 

Specific issues must be isolated 
and studied. Some of the more im- 
portant of these issues include: (a) 
demands for more information, em- 
bracing informative advertising and 
labeling, grade labeling, develop- 
ment of commodity standards, etc.; 
(b) demands for greater protection 
in the market place through federal 
legislation, trade practice standards 
developed cooperatively by private 
business, development of more in- 
fluential consumer organizations, 
merchandise testing, consumer 
operatives, and broad education of 
the consumer. 


co- 


Must Present Findings 


The next step is analyzing the 
significant issues, separating the 
sound from the unsound, and se- 
curing the facts. In this work ad- 
vertising itself must help, not only 
with financial support but with 
contributions of factual material. 
Essentially this means a re-examina- 
tion of the basic facts and assump- 
tions upon which advertising has 
been developed, but this need not 
cause alarm, since if the foundation 
is sound, advertising will gain much 
from such an impartial analysis 

Having completed this fundamen- 
tal research, the findings and their 
implications must be effectively pre- 
sented to business and advertising 
executives, many of whom are no- 
tably lacking in information. Such 
business educational work can be 
carried on through group meetings 
sponsored by trade _ associations, 
special bulletins of existing groups 
or new agencies set up to work on 
problems; through the _ business 
press, and through individual con- 
ferences. 

At this point the crucial stage is 
reached, at which management must 
decide to do something and must 
formulate an internal management 
policy which will make any changes 
necessary. 


The Final Stage 


that the material is 
presented effectively to manage- 
ment, and that management acts 
upon it intelligently, then the final 
stage—the public relations or pub- 


Assuming 


lic education stage—is reached. In 
this stage fall the dissemination of 
facts about the new policies which 
business had adopted, and the dis- 
tribution of facts which will give 
the public a truer picture of the re- 
alities of modern distribution. 

To implement this plan the au- 
thors append “fundamentals of pro- 
cedure,” under which they list seven 


| points: 


lof both 


1. Necessity for a special organi- 
zation to function as a clearing- 
house and common representative 
consumers and_ business. 
“Such an organization should be as 
independent as possible in its free- 
dom to act as advertising’s alter 
ego.” 

2. Individual management partic- 
ipation, with advertising recognizing 
that consumer relations is a man- 
agement problem. 

3. Recognition of the importance 
of “nerve centers” 
movement, and constructive coop- 
eration with leaders “in an objective 
and constructive manner.” 

4. Functionalization of effort. It 
must be clearly understood that ad- 
vertising’s problems—adapting itself 
to healthy consumer aims, and dem- 
onstrating its fundamental character 
in our economy—are peculiarly its 
own, and that amalgamation with 
other business groups to fight their 
battles will gain nothing for adver- 
tising. 

5. Actual facts, and not mere 
arguments, must always be used. 

6. Consumers must be met on 
their own grounds, by representa- 
tives who speak their language and 
understand their viewpoint. 

7. Fundamental don'ts: 
beat the bushes for witches. Treat 
consumers as equals. Stop hiring 
spokesmen who hand out time-worn 
formulae which don’t meet the par- 
ticular raised. When nailing 
errors, don’t take half-way meas- 
ures. Don’t apologize for being a 
business man. 


Don’t 


issues 


Immediate Action 


While all of the foregoing repre- | 


sents long-range planning, certain 
steps may be taken immediately, the 
authors say, without jeopardizing 
the basic program. These include: 

Using advertising’s own product 
channel of consumer commu- 
nication. For example, developing 
package inserts which contain a 
brief statement about the benefits 
of nationally advertised merchan- 
dise; invitations in advertisements 
inviting expressions of consumer 
reactions: and the issuance of facts 
about the distribution of a product 
as well as about the product itself 
in the descriptive product material 
sent to schools as educational aids. 

ak * * 


as a 


Before any plan to improve rela- 
tions between business and consum- 
ers could be set in operation, de- 
clared Robert A. Willier, advertising 


manager of the Wabash Railway, 
St. Louis, in his entry which won 
an honorable mention, an educa- 


tional program among business and 
advertising men must be carried. 

Since the Advertising Federation 
of America has already assumed 
leadership in a study of the prob- 
lem, the author says, it is proposed 
that this organization the 
preparation of basic material which 
can be used in this program, utiliz- 
ing existing national and local busi- 
ness groups for the dissemination 
of the information 


sponsor 


Suggests Two Plans 


Assuming that an informed busi- 
ness judgment is thus formed, the 
author proceeds to develop a plan 
of action on (a) a national 
and (b) a local For 
tion on a national basis he suggests 
the following procedure: 

1. Establishment of a non-po- 
litical, officially recognized National 
Consumer-Business Relations Board, 
having on its membership one rep- 
resentative of manufacturing, re- 
tailing. advertising, labor, consumer 


basis, 


basis opera- 


in the consumer | 


(member of national board of the 
General Federation of Women’s 
Clubs), education, and government. 
The board should be appointed by 
the President and have its chief 
connection with the Department of 
Commerce. Members would serve 
without pay and in a purely advis- 


ory capacity. 
2. Organization of a national 
Consumer Information Bureau, an 


incorporated organization with a 
ifull-time staff, which would study 
the consumer movement, answer in- 
quiries from both consumers and 


business, prepare material for dis- | 


tribution, and have general direction 
‘of all general efforts to improve 
‘relationships. Its board of directors 
|would be composed of persons rep- 
jresenting media, agencies, produc- 
iers, manufacturers, retailers, dis- 
| tributors, etc. 


Frankly a Business Venture 


Funds for the support of the 
bureau would be subscribed by na- 
tional organizations representing 
|business. “No effort would be made 
\to keep secret the fact that it rep- 
‘resents all business in this country 
land is, therefore, prejudiced.” 

3. Provision of proper repre- 
sentation of business on all possible 
boards of directors, etc., of national 
groups having to do with the con- 
sumer movement, so that interests 
could be brought more closely into 
harmony. 

4. Development of a national ad- 
vertising education campaign, to be 
conducted through and by maga- 
zines, networks and metropolitan 
dailies, to explain the purpose and 
functioning of advertising. 

5. Appointment of a special na- 
tional Truth in Advertising com- 
mittee which would serve to rein- 
force the efforts now being made 
to clean up advertising. 

6. Production by the AFA, in co- 
operation with media groups, of a 
national “local” campaign of adver- 
tising education, perhaps similar to 
that developed by the Advertising 
Club of St. Louis. The reception 
given the St. Louis material, not- 
‘ably by small town editors, indicates 
that such material, if supplied 
through a national organization, 
would be eagerly sought after, the 
author says. 


Discusses Local Plan 


Turning to the development of a 
plan on a local basis, the author be- 
lieves that governors and mayors 
can be induced to appoint state and 
city business-consumer boards cor- 
responding in a sense to the national 
board outlined above, but with 
somewhat different functions. A 
state board might include the presi- 
dent of the state federation of wo- 
men’s clubs, the president of the 
leading advertising club, the state 
superintendent of schools, the head 
of a large retail establishment, and 
possibly one or two others. Similar 
boards could be organized in mu- 
nicipalities, “providing an_ official 
outlet for a lot of sporadic consumer 
interests that arise.” 

These boards would conduct in- 
vestigations, disseminate informa- 
tion, and generally act as local nerve 
centers for the coordinating of all 
viewpoints and opinions. In addi- 
tion, the author suggests the fol- 
lowing: 


Additional Suggestions 


1. Development by joint  busi- 
ness-advertising groups of busi- 
ness-consumer days, with exhibits 
by local merchants and manufactur- 
ers. 

2. Promotion of local campaigns 
of advertising education, based upon 
the St. Louis plan. 

3. Development of forum discus- 
sions, bringing real consumers into 
the picture. These forums should 
be sponsored by advertising clubs. 

4. Provision by advertising clubs 
of closer relations with the business 
schools of colleges and universities 
in their localities. These relations 
can include speeches, awards for 
best essays on appropriate subjects, 
etc. 

5. Speeches before service clubs, 
social clubs, etc. While these may 
seem to serve little useful purpose, 


if nothing else they overcome ob- 
jections that business and advertis- 
ing have something to hide 


July 22, 


Assuming that all of the fore- 
going is carried out intelligent), 


and constructively, it still leave 
the matter of future consumer 
somewhat up in the air. Therefore 


the author suggests a special ap- 
proach to the educational field. 
based on two major courses of 
action: 

1. Business and advertising men 
must become more alert to the type 
of teaching in their own community, 
and must be willing to discuss this 
teaching frankly with local schoo] 
authorities. 

2. Business and advertising men 
must be frank, honest, and helpful 
in their dealings with school teach- 
ers. They should be willing and 
‘able to provide information when it 
\is requested, and should manifest a 
|sincere spirit of cooperation and in- 
| terest. 

* * * 

The consumer movement is a 
worthy development and one which 
jshould survive, declares George G. 
|Whitney, advertising manager, 
|Norge Division, Borg-Warner Cor- 
poration, Detroit, in his contest 
‘entry which won an honorable men- 
tion. 
| Among the elements in our pres- 
ent methods of producing and using 
lwhich have crystallized into the 
consumer movement, the author 
says, are the following: 

1. General discontent, imaginary 
or real, with present social and eco- 
nomic conditions. 
| 2. Public distrust of advertising 
which has resulted from extrava- 
gant and conflicting claims. 

3. Difficulty in evaluating com- 
petitive products. 

4. Growing number of brand 
names which further confuse the 
consumer’s effort at selection. 

5. Adverse criticism of all busi- 
ness and resentment against the 
profit system promoted by radicals 
and politicians alike. 


What Has Developed 


As these elements merged and 
overlapped, they gained the momen- 
itum now being translated into ac- 
|tion as evidenced by: 
| 1. Rapid increase of home eco- 
j/nomics teaching in schools and col- 
|leges and women’s groups. 
| 2. Multiplication of consumer co- 
loperatives, many of which become 
|sources of, or innocent participants 
‘in, anti-advertising propaganda. 

3. Formation of many independ- 
ent consumer education groups 
among adults and among students 
of schools and colleges. 

Recognizing the justice and the 
power of the consumer movement, 
business in general has accepted it 
and is willing to go along, but is 
having some difficulty in determin- 
ing procedures. The first step, the 
author believes, is a re-examination 
of merchandising and advertising 
procedure, and a reorientation of 
selling based on facts. As a well- 
rounded, logical, continuing pro- 
gram of supplying facts to consum- 
ers the author suggests a_ three- 
point plan: 

1. Mass distribution of the in- 

(Continued on Page 21) 
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Shell Progress, magazine for Shell deal- 

ers, presents this graphic picture of Mr. 

American Tourist being separated from 
his bankroll in its current issue. 


Music and Volume 


Measurement to Be 
Discussed by NAB 


Fly, Johnson, Kingdon 
on Radio Convention 
Program 


Washington, D. C., July 17—Head- 
lined by such speakers as James L. 
Fly, chairman of the Federal Com- 
munications Commission, and Louis 
Johnson, Assistant Secretary of 
War, the 18th annual convention of 
the National Association of Broad- 
casters, to be held at the St. Fran- 
cis Hotel, San Francisco, Aug. 4-7, 
promises to be one of the hardest- 
working and most important ever 
held by the group. 

Among major problems to be dis- 
cussed and settled will be those 
lealing with the music situation and 
Broadcast Music, Inc., in particular; 
the matter of setting up some sort 
f statistical service for the radio ad- 


ertising field; and the possible ef- | 


fects of national emergency on the 
broadcasting field. 

The 
vill be devoted to recreation, includ- 
ng golf, for most of the delegates, 
but most of the standing and special 
Oommittees of the NAB will hold 
meetings, as will the board of di- 


ectors. 


First General Session 


The first general business session 
vill be held Monday morning, Aug. 
), With the president's annual report, 
eport of the secretary-treasurer and 
the director of labor relations lead- 
ng up to a proposed amendment to 
the organization’s by-laws and the 
eport of the nominating committee 
n directors-at-large. 

Commissioner Fly will the 
Monday luncheon speaker, after 
h the convention will break up 
nto smaller groups, discussing the 


be 


articular problems of large and 
m clear channel, regional and 
( stations, special problems of 
les managers, ete 

Monday evening the entire con- 
ention will shift to Treasure Island 


ra night at the fair, but a numbe1 
I formal breakfast 
ded over by NAB 


sessions 


staff 


pre - 
directors 


first day of the convention 


CongrstDochions 


Annually CONGRATULATIONS 
mothers buy for 1,104,000 individ- 
$s. 


ua 


will get under way promptly at 8:30 
Tuesday morning. At 10 a.m. the 
second general session will start, 
with the report of the nominating 
committee and the election of direc- 


tors-at-large the first order of 
business. 
The remainder of the morning 


session will be devoted to a discus- 
sion of Broadcast Music, Inc., lead- 
ing speakers being Neville Miller, 
president; Sydney M. Kaye, vice- 
president and general counsel; Mer- 
ritt E. Tompkins, general manager; 
and Car] Haverlin, stations relations 
director. 


Johnson to Discuss Defense 
Assistant Secretary Johnson will 


talk to the luncheon gathering Tues- 
day on “Sponsors of National De- 


after which the Sales Man- 
agers Division will meet under the 


fense,” 


chairmanship of William Cline, 
WLS, Chicago. The unit plan of 
volume measurement will get the 


lion’s share of attention at this ses- 
sion, speakers including William 
Scripps, chairman, NAB research 
committee; Paul F. Peter, NAB di- 
rector of research; and representa- 
tives of the ANA, Four A’s, NRDGA 
and the Sales Managers Division. 
Following general discussion, a for- 
mal vote on the plan will be taken 
The final talk at the afternoon 
session will be a discussion of the 
Audimeter in measuring radio audi- 
ences, by A. C. Nielsen, president, 
A. C. Nielsen Company, Chicago. 
Tuesday evening will be given 
over to a discussion and demonstra- 


tions of television, speakers includ- 


ing Ted Smith, RCA, and Harry 
Lubcke, director of television for 


the Don Lee Broadcasting System. 
Dr. Kingdon to Speak 


The Wednesday program will 
start with informal brea!:fasts, con- 
tinuing with a business session pre- 
sided over by Edgar Bill, WMBD, 
Peoria, Ill., chairman of the NAB 
code compliance committee, at 
which the featured speaker wil be 
Dr. Frank Kingdon, executive direc- 
tor of the Citizenship Educational 
Service. A discussion of special 
events broadcasting will be presided 
over by Mark Ethridge, WHAS, 
Louisville, and speakers will include 
Herbert Hollister, KFBI, Wichita; 
A. A. Schecter, director of news and 


special events for NBC; and Paul W. 
White, director of public affairs for 
CBS. 

In the afternoon FM broadcasting 
will be discussed under the chair- 
manship of John Shepard 3d, Yankee 
Network, and president of FM, Inc. 

Reports of committees and the an- 
nual banquet to be held Wednesday 
will wind up the convention. 


Harry P. Bridge Adds Two 


Harry P. Bridge Company, Phila- 
delphia agency, has acquired the ac- 
counts of Lee I. Robinson Hosiery 
Mills, Ine., Philadelphia, and Struth- 
ers Dunn, Inc., Philadelphia, elec- 
trical control devices. Trade cam- 
paigns are planned for both ac- 
counts with Walter S. Chittick, Jr., 
handling the former and Harry P. 
Bridge the latter. 
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UNUSUAL BLEED 


Wher: TO TAREE Bate 


Typical copy in the new Keglined cam- 

paign, using bleed in the lower right 

corner only, to give the impression of 
another page showing underneath. 


New Use of Bleed 
Developed for 
Keglined Drive 


Chicago, July 18—An unusual use 
of bleed, in which only the lower 
right-hand corner bleeds, thus ob- 
taining the effect of one advertising 
page having been curled back to 
reveal related page beneath, is 
being used in the new campaign of 
American Can Company for its Keg- 
lined beer cans. 

In addition to creating the illusion 
of more space, the bleed arrange- 
ment serves to separate the primary 
from the secondary copy appeal, ac- 


a 


cording to Roth, Schenker & Bern- 


hard, the agency. 

Major stress of the campaign is 
placed on the “convenience” angle 
of buying beer in cans. A _ photo- 
graphic character, representing the 


Penn-Central Airlines 
Names BBD&O 


The Pittsburgh office of Batten, 
Barton, Durstine & Osborn has 
been appointed to handle advertis- 


ing of the Pennsylvania-Centra 
Airlines, with Harry Veith as ac- 


count executive. 
Advertising policies of the airline 


were discussed at its annual con- 
vention at Virginia Beach, Va., July 
18-20. A newspaper campaign 1s 
planned for next fall, featuring 


copy in the 21 cities served. 


Toledo Women to Picnic 
The Women’s Advertising Club of 
Toledo will stage an after-conven- 
tion meeting and picnic July 3 at 
Holland O., at the home of Helen 
Dunn, chairman of the picnic com- 
mittee. 


Pennsylvania to 
Promote State 
Products Again 


Pittsburgh, July 1/.—From Oct. 
4 to 12 this year there will be staged 
throughout Pennsylvania an inten- 
sive promotional campaign for the 
purpose of stimulating the sale of 


the state’s products of all types. 
This drive will be designated as 
“Pennsylvania Days” and will be 


imilar to the effort made March 2-11 
last year. 

The campaign is sponsored by the 
Pennsylvania Chain Store Council, 
with headquarters in Philadelphia. 
However, this year’s campaign will 
be extended in scope to include in- 


dependent retail organizations and 
other independent groups, all of 
which have been invited to partici- 
pate. 

Officers of the 1940 Pennsylvania 
Days Campaign are J. M. Ellis, G. 
C. Murphy Company, Pittsburgh, 
and F. Carter Schaub, Sears, Roe- 
buck & Co., Philadelphia, co-chair- 
men; R. J. Cole, Great Atlantic & 
Pacific Tea Company, treasurer; 
Loyal Odhner, manager, and Alex. 
Gaddess, publicity director. 


Ingalls-Miniter Appoints 

Norman McLellan has been ap- 
pointed production manager for 
Ingalls-Miniter Company, Boston 
agency. He was formerly with 
Glaser-Gottschaldt Company, Bos- 
ton agency. 


Cleans Flags Free 
As a patriotic gesture the Ge; 
ung Department Stores, West 


ter, 


nounced they would clean and pres 
American flags free of charge | 


to 


offer. 


Sykes Agency Moves 
Edward  H. 


age 


Sykes 
moved 
American Bank bldg. 


Kane to Cecil & Presbrey 


J 


general executive and creative : 
par 
New York agency. 


| 


N. Y., and Connecticut ap. 


the Fourth, 1,836 accepting 


Sykes, 
has changed its name 
Advertising Agency 

to larger quarters at 0) 


Pittsbi 
ney, 


ohn P. Kane has been named 


tment head by Cecil & Presb 


consumer, illustrates the four chief 
convenience factors—‘no deposits 
to pay”; “easy to carry home”; 
“level-top cans save space”; “no 
empties to take back.” Beneath 
these dramatized points is the sec- 
ond illustration, which shows social 
acceptance of beer in cans. The fla- 
vor factor is also touched on here. 


Used in Many Sizes 


In the upper or predominant area, 
carefully planned white space serves 
as a background for the action pho- 
tograph in outline. The bleed-cor- 
ner halftone at the bottom stands 
out in sharp contrast, as if on a sec- 
ond page. 

The corner treatment being 
used in two-column, half-page, and 
page advertisements in this 
paign. On some of the full-page 
displays, color and modern layout 


Is 


treatment will be utilized to create | 


a feeling of living-room quality and 


to establish a convincing background | 


of social acceptability for beer 
cans. 

The campaign has already begun 
and will continue through Decem- 
ber. 


in 


zine, Collier’s, Cosmopolitan, Eagle 
Magazine, Elks Magazine, Esquire, 
Liberty, Life, Newsweek, The New 
Yorker, Redbook, and Time. 


‘Miami Daily News’, WIOD 
Aid Ambulance Drive 


Miami, Fla., with the assistance 
of the Miami Daily News and Radio 
Station WIOD, in a six-day cam- 
paign collected $800 more than 
the $1,800 necessary to buy an am- 
bulance for the British-American 
Ambulance Corps, equip it and 
maintain it for a year 

The material for the drive, plan- 
ned by Hal Leyshon, editor of the 
News, will be made available to 
other cities 


Agard Incorporates 


Nelson Agard, Cincinnati, has in- 
corporated his travel advertising 
business after three years of in- 
dividual operation. Headquarters 
for the new company will be lo- 
cated in the St. Paul bldg., Cincin- 
nati The business was formerly 
conducted from Chicago 


cam- | 


On the schedule are American | 
Legion Magazine, American Maga- | 
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~ 0 pt*Z 


—LOUseKee ping MAC 


In the Service 


of the Consumer 


\ 


Good Housekeeping, 
%o, Bureau / 


. al 
—OUSEKEEPING WA 


EVERY BUSINESS MAN SHOULD KNOW THAT— 


—31 years’ experience with laboratory and “practical-use”’ tests 
lies behind the Good Housekeeping Seals of Approval. 


—The Approval for which they stand is not for sale. A manu- 
facturer cannot buy our Approval by offering to advertise in 


Good Housekeeping Magazine. 


—Approval is granted for a one-year period only. 


—In an average year, 3 out of every 4 manufacturers on our 
Approved List do not advertise in Good Housekeeping Magazine. 


—This testing service has cost us well over a million dollars 


in the last five years. 


THE MOST DEPENDASBLE 
ADVERTISING PAGES 
IN AMERICA 


Every product advertised in ever) 
issue of Good Housekeeping 
Magazine is backed with 4 
MONEY-BACK Guaranty .- : ° 
(No other magazine in Ameri 
offers the consumer such buy 
ing protection.) 
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Cannon Hosiery 
to Benefit from 
Extended Drive 


New York, July 16.—Promotion 
of Cannon hosiery will advance to 


limited heretofore 
zines. 

The drive will get under way in 
the Aug. 5 issue of Life, and inser- 
tions will appear fortnightly. Other 


to class maga- 


/publications on the schedule are the 


Fawcett Fiction and Screen Units, 
Household and McCall's. 


a new stage next month when Can- | Rubicam is the agency. 


non Mills, Inc., undertakes a con-| 
sistent campaign embracing both | 
class and mass magazines for the | 
irst time. 

Although Cannon has been mak- 
ing hosiery for some years, it was 
only two years ago that the product | 
was given brand identity. While | 
all recent Cannon towel and sheet | 
advertising has included mention of 
the hosiery line, special copy de- 
voted only to the stockings has been 


~ 


The consumer campaign will be 
heralded to the trade with spreads 
in August issues of three business 
papers. Copy will declare: “First 
it was Cannon towels! Next it was 
Cannon sheets! Now it’s Cannon 
hosiery!” 

National magazine insertions will 
consist of short copy with candid 
camera shots showing the product 
in use. One, picturing a pretty girl 


‘sipping a soda, points out that “the 


Young & 


‘drugstore drape’ catches eyes, but 
also catches’ stockings.” Another 
shows and tells how the “rainy day 
rumba” is a “tonic for male eyes, 
but bad medicine for stockings.” 


Pagliara to WEW 


Nicholas Pagliara, formerly com- 


|/mercial manager and program su- 


pervisor for the West Virginia net- 
work, has been named general man- 


ager and supervisor of sales for 
WEW, St. Louis University, St. 
| Louis. 


Humbird to Gerber 


James Humbird, formerly of the 
editorial staff of the Portland Ore- 
gonian, has joined the publicity di- 
vision of Joseph R. Gerber Com- 
pany, Portland, Ore. 


Name Rice Secretary 

Pat H. Rice, Jr., Augusta Chron- 
icle, has been named _ secretary-| 
treasurer of the Georgia Daily | 
Newspaper Advertising Managers’ | 
Association, succeeding J. P. Lu- 
ther, Americus Times-Recorder, 
who was serving an interim ap- 
pointment. 


Two Name Elly 


The Wisconsin Sportsman, Madi- 
son, and Presto Music Times, Chi- 


cago, have named Walter C. Elly, 
New York, as publisher’s represen- 
tative. 


Dedicate WBZ July 27 
The new 50,000-watt transmitter 


of WBZ, Boston, will be dedicated 
July 27. 
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Spoiled food is dangerous food—even for adults. And among 
the quickest foods to “turn” is the baby’s food— MILK. 


Even slightly spoiled milk can cause serious gastric disturb- 


ances in a baby’s sensitive stomach ... sometimes produces 


more dangerous consequences eee 


ACTERIOLOGICAL TESTS have shown that 
B 45 degrees Fahrenheit is a relatively safe 
temperature at which to keep milk. Anything 
over that makes a lot of difference! At 50° F., 
for example, bacteria multiply three times as 
fast in a day as they do at 45° F., by actual count. 
At 60° F., they multiply eight times as fast. So 
Good Housekeeping Institute has officially set 
45° F. as the maximum average temperature 
which the milk compartment should reach in 
a refrigerator, under test conditions. 

That is why, even after it had successfully met 
every other test, Good Housekeeping Institute 
refused to give the Seal of Approval to one model 
of an automatic refrigerator of well-known make. 


7 7 y 


N this particular automatic refrigerator we 

had made seventeen engineering tests 
with different room temperatures and various 
settings of the control—besides water and 
dessert-freezing tests. 

In our testing “hot room,” with the tem- 
perature 90° F., the milk-compartment tempera- 
ture averaged 48.4° F. with the control setting 
recommended by the manufacturer. The refrig- 


erator was disapproved... our Seal of Approval 
refused. 

Good Housekeeping, however, believes it 
serves the interests of consumers best by work- 
ing constructively with manufacturers. Its disap- 
proval of a product is always accompanied by 
the reasons for disapproval . . . and with an 
invitation to improve. 

So, when we disapproved this refrigerator, we 
recommended changes in the control setting 
which would lower the all-important milk-com- 
partment temperature to meet our requirements. 

The manufacturer, as is usually the case, was 
glad to co-operate. He made the necessary 
changes in the control setting and the refrig- 
erator was finally approved. 


Copies of Good Housekeeping Institute Standards 
for Refrigerators, by the way, are available to 
teachers or any interested persons on request. 
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This is one of a series of advertisements, based on actual 
cases in the files of Good Housekeeping’s laboratories, 
at 57th Street and 8th Avenue, New York City. Here, 
under the direction of Katharine Fisher, Home Econo- 
mist, and Dr. Walter H. Eddy, Biochemist, 56 people— 
chemists, engineers, home economists and others—carry 
on a unique Good Housekeeping editorial operation, 
in the service of the consumer. 


BECAUSE YOUR CUSTOMERS BELIEVE IN THE SEALS OF APPROVAL, AND WHAT THEY STAND FOR— 


Ms ‘ en” a 
DUSO.C8 9 DI 0 

i< eo), 
RANKS FIRST IN ADVERTISING REVENUE AMONG ALL MONTHLY MAGAZINES 
... FIRST ALSO IN ELECTRIC HOUSEHOLD EQUIPMENT ADVERTISING 


IT'S A NOUN 


THEY VE GOT 


Moxie is a noun meaning pep and per- 
sonality, says this typical New England 


| copy. Of course, it also happens to be 


the Health of your baby 


| tising”’; 


the name of a drink. 


‘Moxie’ Breezes 


Through Copy as 


Apostle of Pep 


Roxbury, Mass., July 16.—Philol- 
ogy is playing a leading role in the 
current advertising campaign of the 
Moxie Company as all media main- 
tain a steady feature of “Moxie” as 
a noun meaning pep and energy 


Newspaper copy is dominated 
by illustrations and a_ banner 
headline using the word “Moxie,” 


not as a trade name, but as a word 
in the dictionary. 

In addition to the extensive news- 
paper campaign, 25 radio stations 
throughout New England are carry- 
ing minute dramas. These 60-sec- 
ond transcriptions dramatize various 
situations in which the principal 
character lacks courage, brains and 
brawn, until a ghost voice whispers, 
“You need Moxie. The hero 
drinks Moxie and his reaction is a 
strong reminder of Popeye and his 
spinach. Alley and Richards Com- 


pany, Boston, handles the Moxie 
account, 
Home Economists 
Get Business Course 
A special four-week course for 


graduate home economists who are 
planning to go into business was 
launched in Chicago by Harvey & 
Howe, Inc. with 15 students from 
11 states participating 

Called the Annual Summer Semi- 
nar Covering Business Practices in 
Home Economics, the course will 
attempt to give the students a thor- 
ough grounding in business, mer- 
chandising and advertising. Agency 
account executives, advertising man- 
agers and media representatives are 
among those who will lecture on 
such subjects as “Business Relation- 
ships with Advertising Agency, 
Sales Department, Advertising De- 
partment,” ete. “Study of Adver- 
“Consumer Education Move- 
ment”; “Preparation of Educational 
Booklets”: “Methods of Making 
Surveys,” etc 


FSCC Merged 


A new United States Department 
of Agriculture unit called the Sur- 
plus Marketing Administration has 
been formed by the merger of the 
Federal Surplus Commodities Cor- 
poration and the Division of Mar- 
keting and Marketing Agreements. 


Walter Heads New Agency 


Allen Walter, formerly with 
American Writing Machine Com- 
pany, New York, has formed Allen 
Walter & Associates, with offices at 
10 W. 47th street, New York, to 
handle advertising and sales promo- 
tion. 


Ss. O. Promotes Love 


W. C. Love, sales promoter-re- 
seller of the Detroit, Mich., sales di- 
vision of Standard Oil Company of 


Indiana and former :‘ nalyst-whole- 
sale at Saginaw, Mich., has been ap- 
pointed assistant manager at Sag- 
inaw, succeeding the late W. J 
Riepe 


WDRC Has New Antenna 


WDRC, Hartford, Conn., has com- 


pleted a second tower and direc- 
tional antenna at the Bloomfield 
transmitter and night power will 
be increased from 1,000 to 5,000 
watt shortly 
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Reforming FTC Procedures 


The Association 
vertisers 


of National Ad- 
the commenda- 
support of the entire 
advertising field in the vigorous ef- 
forts which it 


deserves 
tion and 
is making to bring 
about changes in the procedures of 
the Federal Trade Commission as 
they affect advertisers. As outlined 
in the July 15 issue of ADVERTISING 
Ace, the ANA presented the views 
of its members at a meeting of the 
attorney-general’s committee on ad- 
ministrative procedure in govern- 
agencies. Incidentally, this 
committee may be able to render a 
great and the 
public in pressing for simplification 
and amelioration of the procedures 
of many of the governmental agen- 
cies of a quasi-judicial character, 
which like the FTC make their own 
rules and apply them without re- 
course, 

The the 
ANA relate to 
the unfairness of the FTC in issuing 
complaints against reputable adver- 
tisers without giving them a chance 
to answer the complaint and with- 
out including any 
may be forthcoming. 
publicity which the commission 
gives to this material results in 
many companies being presented as 


ment 


service to business 


chief 
and _ its 


complaints of 
members 


which 
wide 


defense 


The 


violators of law, regardless of what 
the facts ultimately turn out to be. 
Such a method represents a gratu- 
itous attack on reputation and good- 
will, the advertiser's chief asset, and 


puts him at a competitive disad- 
vantage no matter what the ulti- 
mate outcome of the case may be. 


The the 
seems to be one of excessive zeal in 


policy of commission 


an effort to make a showing in ac- 


tivity directed against advertisers. 


The enormous volume of advertis- 
ing copy 
which 


radio continuities 
under the constant 
scrutiny of the expanded staff now 
employed by the commission to 
check the output of advertisers and 
agencies represents such large scale 
censorship that a batting average in 
terms of 


and 
comes 


and 
expected and 
advertiser put 
it, the attitude of the official checker 
seems to “How 
this advertising as being mislead- 
ing?” its actual char- 
acter as seen by the public. 
Expense 


Investigations com- 


plaints seems to be 
demanded. As one 


be, can I construe 


regardless of 


and inconvenience are 
loaded on advertisers through fish- 
ing expeditions into their files, at 
times when no formal charges have 
been made, and when the company 
concerned has no knowledge of the 
the 


purpose of investigation. As 


I. W. Digges, the attorney for the 
ANA _ pointed out, there is no 
legal obligation on the part of 


individual advertisers to provide fa- 
cilities for such shot-gun investiga- 
tions, and they should not be under- 
taken except on the basis of specific 
the 
information 


made 
spondent at 
is demanded 


available to 
the 
from 


charges, re- 
time 
him. 

The FTC is a powerful organiza- 
tion, whose size, appropriations and 
authority have been expanded to a 


point which represents a_ serious 
threat to the orderly conduct of 
business and advertising. If it is 


not to become an incubus strangling 


legitimate activities, its methods 
and procedures should be reformed 
on a basis which will protect adver- 
tisers from undue expense and un- 
justified their 


damage to good 


names, 


America’s Broadcasting System 


The system of broadcasting in this 
country is characteristically Amer- 
that it 

and 


ican, In represents freedom 


of action enterprise within a 
framework of general licensing and 
the 
this 


radio as an 


regulation by federal 
Unde 


ting the use of 


govern- 


ment system, permit- 
adver- 
tising medium, broadcasting service 
point 


which makes it a tremendously val- 


has been developed to a 


uable means of communication. In 
the 


cultural 


dissemination of entertainment, 
has 
that 


system 


material and news it 


provided a service 
available unde: 
With these e 


we have 


superior to 
any other 
sential facts in mind, 
been evidence 


awaiting 


from the broadcasting industry that 
it regard the recent report of a 
committee of the Federal Communi- 
cations Con sion covering the 
networks—the famous “monopoly” 
investigation—as offering any op- 


portunity for improvement in_ its 


zation and methods. Thus fat 


been of a 


comment have 


decidedly negative character, refut- 
ing the theory that the independent 


radio stations regard the networks 
as Simon Legrees cracking the 
blacksnake whip over the bodies of 


the helpless Uncle Toms of radio 
Actually, we believe that most 
broadcasters agree that while the 


relationships between networks and 
affiliated 
subject to discuss 


stations will always be 


ion, as every com- 


mercial relationship necessarily 


the present status of the industry is 
those di- 


in general satisfactory to 


rectly concerned. Improvements in 


relations between networks and sta- 


tions may be expected to continue 
in the future as in the past, on the 
basi of discussion and negotiation, 


without government pre 


Advertisers wi 


disfavor 


ssure 


uld look with great 
which 


the ability of 


upon any change 


would interfere with 


the networks to continue to render 


the superio1 ervice which they 
have developed during the past fif- 
teen years 
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The Proaressive Grocer. 


"Come up sometime and let me show you my cereal box cut-outs!" 


Ad-libbing 


Effective Restraint 


Although this column cannot clas- 
sify as a judge and jury of all adver- 
tising, it appears to us that the 
advertisement shown here is an ex- 
cellent example of restraint effec- 
tively utilized. Many so-called in- 
stitutional advertisements begin well 
but before one gets into the third 


U.S. Highway No. 1 


a , 1s 


Mimeograph_ duplicator 


line he is all too much aware that 
the copywriter wants to be rid of 
all the folderol and start talking 


about what he has to sell. Not that 
there is anything wrong in that; but 
in too many instances it can be com- 
pared to the actions of a waiter who 
is serving you well but never letting 
you forget that he expects a good tip. 

The copywriter writes in- 
triguingly of quality and works long 


here 


enough at it to build up a story that! 


will stick through the brief sales talk 
in the last paragraph. 


Change of Heart 
Records 
sometimes 


but 
Take 


are highly useful, 
annoying, things. 
the simple announcement released 
the other day by Mason, 
director of public relations for Penn- 
sylvania Central Airlines, to the ef- 
fect that Batten, Barton, Durstine 
& Osborn has been appointed adver- 
tising agency for the company, with 
Harry Veith of the Pittsburgh office 
doing the account work Nothing 
unusual about this routine announce- 
ment, but let's look at the 
In an unsolicited communication to 
ADVERTISING AGE, published in the 
March 4 issue, F. R. Crawford, ex- 
ecutive vice-president of Pennsyl- 
vania Central, the re- 
sults of a 
our 1940 advertising were 
established.” “Because of ad- 
vertising talent now employed in ou 
shall continue a 
practice which has worked out most 
atisfactorily for the 
Mr. Crawford 
create and de\ our own adver- 
tising and merchandising ideas, con- 
duct our own market research, pre- 
pare all art and art layout and copy 
and generally supervise the 
ment of our paid advertising 
sequently, 


George 


record 


announced 


meeting “during which 
policies 


the 
organization, we 
said 


‘This practice is to 
eloy 


past vear,” 


plac - 
Con- 
our established policy for 


the balance of 1940 will call for no 
agency assignment on the part of 
our organization.” 

Some of these agency boys just 
can’t hear a prospect say no. 


Military Training Okayed 

A vote of four to one in favor of 
compulsory military training is 
cited by the Junior Advertising So- 
ciety of Cleveland as_ one of the 
most significant results in the poll 
it recently conducted among mem- 
bers. The club accents the signifi- 
cance of this vote by pointing out 
that those who voted were of mili- 
tary age. Other results of the poll 
were a near-unanimous belief that 
this country can stay out of the 
war and that democracy will be the 
dominant form of government in 
years to come. Nonetheless, most 
of them feel that our “war jitters” 
are justified rather than exagger- 
ated. 


“Self-Government Primer” 
Another note on war-time atti- 
tudes found expression recently in 
an address given the Sales Execu- 
tives Club of New York by Philip 
D. Reed, chairman of the board of 
General Electric Company. Mr. 
Reed offered a “primer of Ameri- 
can self-government” based on 
these seven points: Understand, 
honor and preserve the constitution. 
Keep forever separate and distinct 
the legislative, executive and ju- 
dicial functions of the government. 
Remember that the government be- 
longs to the people, it is inherently 
inefficient, and that its activities 
should be limited to those which 
government alone can perform. Be 


vigilant for freedom of speech, 
worship and action. Cherish the 
system of free enterprise which 


made America great. Respect thrift 
and economy and beware of debt 
Be scrupulous in keeping our word 
and in respecting the rights of 
others 


You Have to Be Careful 
The Inland Printing Company of 
LaCrosse, Wis., fixed up some labels 
the LaCrosse Brewer- 
ies. Seems that there was a short- 
and 
states 


recently for 


labels designed for 
had to be used. The 
printing company ran them through 
again, old Indian good 
luck to obliterate two lines of 
type giving alcoholic content. (This 


56 
age 


some 
othe 


using an 


sign 


changes in some states.) They 
were then pasted on the bottles and 
presumably all was well. It 
wasn't 

The beer drinking public didn't 
see an old Indian sign; they saw a 
Nazi swastika, wondered if this 
was “fifth column work.” It all 


ended happily, however, when both 


brewery and printing officials told 
the public that they meant an In- 
dian good luck sign and nothing 
else 

This experience fits in with that 
familiar to every editorial writer 
If he should ever get the notion 
nobody reads his stuff just let him 
un something they don't like! 


— 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa! 
advertiser, or advertising agenc 
executive writing on his business 
letterhead. 


No. 1679. Fashion. 


The new monthly, Fashion, h 
issued this brochure which tells t 
prospective user what he wants ‘o 
know about a newcomer in t 
field. There is a description of t! 
idea behind the publication, with 
details about editorial content, fo: - 
mat and printing, rates and so « 


No. 1680. More Circulation for tie 
Same Money in Poster Adver- 
tising This Winter. 

Some interesting charts are in- 


cluded in this brochure which has 
been issued by Outdoor Advertisins 
Incorporated, showing the seasons 
variation in income, movie attend- 
ance, hotel occupancy, gasoline con- 
sumption and other factors tending 
to bring more people out of doo 
in the winter months. The story 
deals with the increase in the num- 
ber of panels by the majority of the 
industry during the winter months 


No. 1681. Commerce of Hawaii. 

Statistical information on Hawaii 
is offered in this booklet issued | 
The Katz Agency, covering popula- 
tion, industries, buying power anc 
many other market factors. Activ! 
ties of The Honolulu Advertiser's 
Merchandising Service Bureau are 
outlined. 


No. 


t< 


a 


1682. Cosmopolitan’s Call to 


the Colors. 


The power of color is put across 
in an interesting way by Cosmopoli- 
tan in its new color wheel for the 


gadget-minded. A wheel that turns 
on a pivot between the covers show 
the difference color makes in prod- 
ucts, packages and symbols, while 
the reverse side contains Cosmopoli- 
tan’s “colorate” chart. 


No. 1636. Continuing Data File on 
San Francisco and The Call- 
Bulletin. 


The Call-Bulletin, San Francisco, 
has issued this distinctive piece 
which consists of a file holding 
several booklets and is roomy 
enough to hold later material which 
will keep the file up to date. The 
file now includes a study of Scotch 
whisky sales, a folder called “Facts 
About Liquor in San Francisco and 
Other California Markets.” 


No. 1645. Proof. 


In this brochure, Look demon- 
strates its ability to sell merchan- 
dise. Reproductions of retailers’ 
newspaper advertisements which 
tie-in with Look’s national accounts 
and editorial matter, and _ letters 
recounting results of the tie-ups, 
tell the story. 


No. 1625. The Enjoyment of Copy 

American Colortype Company has 
reprinted, in this booklet, a series 
of 26 of its advertisements, prov id- 
ing an entertainingly told stor) 
its facilities and services. 


No. 1634. International Cover Sam- 
ple Book. 

Chemical Paper Manufacturing 
Company has issued a new sample 
book containing a complete disp!a) 
of stock items. Internationa] Duplex 
Cover is included for the first t 


shown in both antique and f 
finishes. 
No. 1631. This is the Story of ‘Irs 


Jones’ Cerebellum. 

Mrs. Jones’ cerebellum is w er 
impressions are stored, and in 
booklet, Outdoor Advertising | 
porated shows Mrs. Jones n ng 
cerebellum notes of the pri 
she sees on the outdoor poste! 
along the route to her super 
ket. There, Mrs. Jones and 
uct identification are shown at 
on the daily shopping 
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HYSTERIA NO. 5 


“Stabbed In The Back 
By Infamous Lies” 


A. H. POHLMEYER --- An American 
Citizen Employing American People 

- Submits This Appeal For 
FAIR PLAY To All Right-Thinking 
Eastern Shore Folks 


FELLOW CITIZENS OF EASTERN SHORE 


A. H. POHLMEYER, Owner 
Chincoteague Bakery and Seaview Casino 
Chuncoteague, Virguma 


Even this type of copy is being 
cated," 


“syndi- 
it seems, since this copy, which 
ran in seven or eight eastern shore 
papers, reproduces the headline and 
subhead by Nolde Brothers in Virginia 
newspapers a couple of weeks ago and 
reproduced in these columns July 8 as 
“Hysteria No. 3." 


Broadcast Code 
Effective Oct. 1, 
Industry Warned 


Washington, D. C., July 17.—A 
letter has been sent to all agencies 
and advertisers by the code appli- 
ance committee of the National 
Association of Broadcasters, remind- 
ing them that the commercial sec- 
tion of the NAB code becomes fully 
effective Oct. 1, 1940. The text of 


the code was approved last year and | 


reported in ADVERTISING AGE for 
July 17, 1939. 

In a foreword to the NAB booklet 
on the code Edgar L. Bill. chairman 


of the code compliance committee, 


says: “On Oct. 1, 1940, the commer- 
cial section of the NAB code be- 
comes fully effective. Thus the 
radio industry enters a new phase 
of self-regulation begun one year 
ago 

“The development of the broad- 
casters’ code has won the widest 


degree of public confidence the in- 
dustry has ever enjoyed. The hearty 
declarations of support by those 
rganized groups in many diverse 
and ofttimes conflicting fields is of 


striking significance. Here is an 
ndustry code which has won 
support of both consumer and 


business, liberal and conservative, 


press and government, Catholic and 


-rotestant. It is, in effect, an 
nsurance policy for the American 
ystem of privately managed, com- 


ercial and competitive broadcast- 
ng. It is an insurance policy whose 
beneficiary is, as well, the Ameri- 
can public itself. 


Have Common Purpose 


“This great bulk of public confi- | 


dence is now passed on to the radio 
dvertiser, new or old. In the code, 
ot advertiser and_ broadcaster 
ect with a common purpose to 
tain it and to expand it 


lhe work of the code compliance 
mmittee is advisory and interpre- 
‘lative. It has not been—nor will it 
@—dictatorial and _ arbitrary It 
is endeavored to be helpful to 
fach station, to each advertiser and 
gency seeking its advice It is 


Vare of the increasing responsi- 
lity it must shoulder as an aid to 
Usiness, to consumer and to adver- 


sing generally. It has not sought 
sume responsibility delegated 
ilely to the broadcast licensees or 
encroach upon advertising prov- 
ces outside its field. It has sought 
lace at the disposal of all, 
Cepted industry policy as it de- 
flops from broadcasting’s experi- 
"nce. for the benefit of all 
“Such authority as it possesses 


comes only as favorable public 
opinion is earned and directed in 
support of industry policy 


Interests Intermingled 


“Few businesses are confronted 
with such a complex intermingling 
of social, public and economic in- 
terest as is the business of broad- 
casting. Of necessity, then, the 
NAB code must be a continuous 
evolution of interpretation and pol- 
icy to suit changing conditions of 
taste and circumstance. In the 
development of the NAB code the 
American broadcasting industry has 
shown its willingness and its abil- 
ity to regulate itself in a manner 
deserving of and receiving the full- 
est confidence of the American 
people.” 


Dorsey Adds Two 


Albert H. Dorsey Advertising 
Agency, Inc., Philadelphia, has been 
appointed to handle the accounts of 
Cremo Mfg. Company, Philadelphia, 
maker of Cremo marshmallow top- 
ping for desserts, and Golden Brand 
Food Products Company, Philadel- 
phia, maker of Cream Wipt salad 
dressing. The former will use 
newspapers and the latter newspa- 
pers and business publications. 


“Mr. Chairman” Weekly 


Mr. Chairman, a West Coast pub- 
lication coordinating the club activ- 
ities of Southern California, is be- 
ing changed from a monthly to a 
weekly beginning with the July 22 


issue. J. Edmund Akers has joined 
the staff as sales promotion man- 
ager. 


|Philco Radio Cosy 
Puts Emphasis on 
Foreign Reception 


Rochester, July 17.—International 
disturbances reflected in the 
1941 radio advertising campaign of 
Philco, 
in The 
Collier's 
reception 


are 


whose double page spreads 
Saturday Evening Post and 
are emphasizing “foreign 
500 per cent stronger.” 
Although arrangements have not 
been completed, other magazines 
may be used in the drive. The com- 
pany and its distributors will play 
a part in using 200 newspapers in 
cooperative advertising plan. The 
newspaper advertising as well as 
radio advertising will begin as the 


new 1941 radios reach dealers in va- 
rious sections 

Practically the same list of news- 
papers used last year will be used 
in the current program, according 
to Frank A. Hutchins, head of 
Hutchins Advertising Company, 
which handles the account. 


Ramsey Heads Railroad 


D. Hiden Ramsey, general 
ager of the Citizen-Times, Asheville. 
N. C., has been elected president of 
the state-controlled North Carolina 
railroad. 


man- 


Mrs. Wing to Facts 

Mrs. Bertha Sawyer Wing, home 
economist, has joined the Bar-Wing 
Service, a division of Facts, Inc., 
Boston. 


TOWER 


_. 544 feet— 
Tallest Structure 
in Kansas 
or Missouri 
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EXTRA COST! 


Much stronger, more efficient signal over 
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National Time Reps: 
Free & Peters, Inc. 


National Program Reps: 
George E. Halley 
400 Deming Place 
, Chicago, I. 


; Columbia Artists, Inc. 
485 Madison Ave, 
New York City 


Colambia Management, Inc. y 
Columbia 
Hollywood, 


5000 WATTS DAY AND NIGHT 
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a greater area—"plus”’ coverage of this rich re 
Middle Western market for our present 
advertisers (since May 22, 1940) at NO 
Available to YOU at no 
‘| immediate increase in rates. It's a bargain 


radio buy, but you should act quickig! i a 


uare 
lif. 


OF KANSAS CITY 


_ ONLY CBS STATION SERVING KANSAS AND MISSOURI ate 
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THE MATIONAL COMMITTEE TO KEEF AmeRICA OUT OF FOREIGN wars 
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This advertisement, occupying a full 
page the day the Democratic conven- 
tion opened in Chicago, seemed to be 
the lone entrant in the special-conven- 
tion-copy field in Chicago, in striking 
contrast to the volume run in connection 
with the Republican conclave. 


Sale of Oklahoma 
Newspaper Ends 
$1,000,000 Suit 


Blackwell, Okla., July 16—Sale of 
the Blackwell Tribune to the Black- 
well Journal Publishing Company 
here has ended a long controversy 
between the two papers which had 
reached into the federal courts and 
formed the basis for a $1,000,000 
damage suit. The Journal was 
founded in 1933. 

In the million-dollar damage suit 
filed by the Tribune against the 
Journal last December the Tribune 
charged a “malicious alliance’ to 
drive the newspaper out of business. 
Named as co-defendants were Lew 
H. Wentz, Ponca City, Okla., oil mil- 
lionaire and state Republican leader; 
Carl B. Haun, president of the Jour- 
nal Publishing Company; E. M. Mc- 
Intyre, former publisher; Phil Mc- 


Mulien, general manager of the 
Journal Company, and Lyman D. 
Cook. 


The Federal Trade Commission, in 
an order issued Sept. 5, 1936, di- 
rected the Journal to cease allegedly 
unfair practices against the Tribune 
and the Department of Justice sub- 
sequently sued the publication on 
the ground that the FTC cease and 
desist order had been violated. The 
FTC had charged that the newspaper 
was established to harass the Trib- 
une, rather than to make a profit, 
and that it had sold advertising at 
less than the cost of setting and pub- 
lishing the copy. 

C. R. Bellatti, publisher of the 
Tribune, who announced the sale, 
described the transaction as satisfac- 
tory to both parties and “with mu- 
tual good will as between all indi- 
viduals identified in any way with 
either paper.” He also announced 
that “the city of Blackwell is large 
enough for only one good daily 
newspaper and the people of Black- 
well in a unified effort with their 
one daily newspaper will have a 
much better and a larger and more 
prosperous city.” 


ABP Reveals Changes 
in Membership 


Hardware World, Chicago, and 
Photo Technique, New York, have 
been admitted to membership in 
Associated Business Papers, New 
York 

The ABP executive committee 
announces that the following pub- 
lications no longer are members: 
Atlantic Fisherman, Embalmers’ 
Monthly, Furniture Manufacturer, 
Furniture Record, Hide and Leather 
and Shoes, Hotel Bulletin, Ice 
Cream Review, Milk Dealer, Shoe 
and Leather Reporter, Soap and 
Western Advertising. 


Honor to “Kite and Key” 
Second prize in the business 
school publication field has been 
awarded to “Kite and Key,” publica- 
tion of the students of Charles Mor- 
ris Price School of Advertising, a 
division of the Poor Richard Club. 
Philadelphia, in the annual Colum- 
bia Scholastic Press Association 


contest. 


Apache Launches Drive 

Apache Packing Company, San 
Antonio, Tex., has launched a 52- 
week campaign using newspapers 
and radio, with outdoor to be added 
in November. Weekly announce- 
ments, 3 columns by six inches, are 


| scheduled for the food pages of the 


San Antonio Light and the San An- 
tonio Evening News, supported by 


_a half-hour program over KMAC 
|}each week and spot announcements 


over KTSA. Pitluk Advertising 


| Company has the account. 


‘Countryman’ a Bi-Weekly 


Beginning with August the Ca- 
nadian Countryman will be pub- 
lished every other week instead of 
weekly, the advertising rate re- 
maining the same. 


ADVERTISING AGE 


Doyle, Hayden Quit 
‘Look’; Agency 
Men Join Staff 


New York, July 17.—Ned Doyle 
and Harry Hayden, Look advertis- 
ing executives, have resigned, and 
two vice-presidents of Campbell- 
Ewald Company have joined the 
magazine, it was learned here today 
from Harlan Logan, general man- 
ager. 

Mr. Doyle’s successor as adver- 
tising manager is Tom F. Falvey, 
who has been in charge of new 
business for the agency. Mr. Hay- 
den’s post as Eastern advertising 
manager will not be filled, at least | 


for the present. George McGovern, 
who has been in charge of market- 
ing and research for Campbell- 
Ewald, has assumed the new posi- 
tion of sales director. 

Both Mr. Doyle and Mr. Hayden 
joined Look three years ago, just 
before the new publication opened 
its pages to advertising. Both came 
from the Hearst organization. 


Geyer Issues “Digest” 

A new monthly magazine for pur- 
chasing agents, controllers and office 
managers of large business institu- 
tions has been launched by Geyer 
Publications, New York, called Gey- 
er’s Office Equipment Digest. T. V. 
Murphy is editor, James E. Neary, 
business manager, and Donald Mc- 
Allister, advertising manager. 


Saratoga Plans Drive 
for Turf Sport 

An advertising campaign for the 
annual horse racing season of the 
Saratoga Association at Saratoga 
Springs, N. Y., July 29-Aug. 1. ; 
planned to include radio, newspa- 
pers, Magazines, posters, etc. 

Dramatized radio announcemen: 
will be made over eight New Y: 
stations, two in Massachusetts, « 
in Connecticut and one in Vermoy: 
Leighton & Nelson, Schenectady, 
handling the advertising. 


Campbell Appoints 


Logan & Rouse, Los Angeles, h 
been appointed to direct the adver- 
tising for Campbell Products Co; 
pany, Pasadena, Cal., maker 
Campbell tie racks. 


WHAT BRAND OF LIPSTICK 
GETS SMEARED ON THE 
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PNPA Committee 
to Study National 
Advertising Named 


Harrisburg, Pa., July 16.—By 
direction of the executive commit- 
tee of the Pennsylvania Newspaper 
Publishers’ Association, the presi- 
dent, C. M. Bomberger, Jeannette 
News-Dispatch, has named a special 
committee to study national adver- 
tising problems. 

This committee is “to study care- 
fully all phases of national adver- 
tising, to confer with similar com- 
mittees from other associations and 
to make recommendations at the 
1941 annual convention of PNPA 


in the hope of bringing about con- 
certed action which will result in 
many national advertisers returning 
to the newspapers. Such committee 
is empowered to confer with pub- 
lishers’ representatives, advertising 
agencies, and national advertisers. 
The committee is asked to file its 
report with the manager by Dec. 
15, 1940, and he is instructed to 
mail a copy to each member of the 
association at least two weeks prior 
to the 1941 convention.” 

Named to this group are: Fred- 
erick R. Long, Chester Times, chair- 
man; J. L. Stackhouse, Easton 
Express; I. Z. Buckwalter, Lancaster 
Newspapers, Inc.; T. J. Finn, Tow- 
anda Daily Review; Homer E. 
Moyer, Harrisburg Patriot and 
Evening News; Harry L. Hawkins, 


Philadelphia Evening Bulletin; H. E. 
Perkins, Pittsburgh Press; William 
D. Mansfield, McKeesport Daily 
News; Hawley Quier, Reading 
Eagle-Times; J. W. Flanagan, Scran- 
ton Times; N. A. Frantz, Strouds- 


burg Record; L. J. VanLaeys, 
Wilkes-Barre Record; Walter W. 
Krebs, Johnstown Tribune and 


Democrat; James S. Lyon, Washing- 
ton Observer and Reporter; J. R. 
Dershuck, Hazleton Plain Speaker- 
Standard-Sentinel; C. M. Bom- 
berger, president, PNPA; and Wil- 
liam N. Hardy, manager, PNPA. 


Appoints Flagler 

Jackson & Perkins Company, 
Newark, N. Y., nursery, has ap- 
pointed Flagler Advertising, Inc., 
Buffalo, to handle its account. 


Joins “Atlantic” 

John Curtis has resigned as presi- 
dent of Casman, Cook & Curtis, New 
York, to become Eastern advertising 
manager of The Atlantic, in charge 
of the new sales office at 2 W. 45th 
street, New York. Although the 
magazine’s home office remains in 


Boston, sales promotion activities 
have been concentrated in New 
York. Hadwin H. Richardson will 


Western 
Chicago 


continue as 
manager, with 
ters. 


advertising 
headquar- 


Cosart to Dodge 

Lee D. Cosart, general sales man- 
ager of the Plymouth Division, 
Chrysler Corporation, has been ap- 
pointed sales manager of the truck 
division, Dodge Brothers Corpora- 
tion. 


<= THOSE in the business of making the flower of 


very much interested in such details as brands 
and markets and sales potentials. 


That’s why even so sophisticated a commodity as a 


lipstick has a definite place in 


who live in towns of 10,000 and under and on farms are 
as eager for personal loveliness as the debs of any city. 
In fact, during a recent four-months’ check-up, 20,000 of 
the 121,000 calls for help from Country Gentleman 
readers came from the fair sex seeking Beauty advice. ) 

There are more women with more money to spend at 
more drug store toiletries counters in rural America than 
in all the big cities put together. 


So if your sales need a few flicks of the whip as you 


American womanhood bloom ever brighter are 


the rural scene. For gals 


AGRICULTURE’S 
TOP TWO MILLION 


of circulation 


store sales they represent. 


rural field. For the cream of this market. . 


that moves 


shelves. Why not try it? 


merchandise 


come into the home stretch this year, why not lay on 
the lash where it will produce the most results? Aim at 
those 27,000 drug stores that are doing business in rural 


areas. Get your share of the important part of all drug 


There’s a particular advantage to selling in this rich 


. 2,000,000 


upper-half families of Agriculture . . . live and dream and 
work and speak through the pages of Country Gentleman. 

And when you can buy a single magazine that has 
never failed to get response for an idea backed by its pages 
... that shares with no other publication this enormous 


ower to move the people it serves... you get the kind 
e r 


off retailers’ 


Chain Sales and 
Profits Moved 
Ahead in 1939 


Boston, July 17.—Variety chain 
store sales and profits in 1939 were 
higher than in 1938, according to a 
study just released by the Harvard 
Bureau of Business Research. The 
report, written by Elizabeth A. 
Burnham, was made in cooperation 
with the Limited Price Variety 
Stores Association, and is entitled 
“Expenses and Profits of Limited 
Price Variety Chains in 1939.” The 
current study is the tenth in a 
series of annual studies made by the 
bureau in this field. 

With an increase in sales of be- 
tween 4 and 5 per cent there was 
an increase in gross margin both in 
dollars and in percentage of sales 
and a decline in the percentage of 
total expense to sales. Hence earn- 
ings were also improved in com- 
parison to those recorded for 1938. 
For 47 reporting chains, accounting 
for more than 90 per cent of the 
estimated total volume for variety 
chains in the United States, net 
profit on merchandising operations 
averaged 3.74 per cent of sales and 
final net earnings before income 
taxes and dividends amounted to 
6.85 per cent of sales or 13.60 per 
cent of net worth. 

For the 15 chains reporting dollar 
expense per store has been climb- 
ing since 1932 and is now only 1 
per cent lower than in 1929 when 
dollar sales per store were nearly 
16 per cent higher than in 1939 
The percentage of expense, 31.66 
per cent in 1939, therefore, is sub- 
stantially higher than the 26.75 per 
cent for 1929. Over the 1l-year 
period the chief rise in percentage 
expense came in salaries and wages, 
tenancy and related costs, and taxes 
Although much of the increase in 
the percentage cost reflects lowered 
sales volume, the rise in the tax rate 
is principally a result of increased 
dollar expenditure. 


Employe Sells $1.92 Hourly 


In a chapter concerning employe 
productivity figures presented for 
the midweeks of the 12 months in- 
dicate that per employe per 
hour varied roughly with seasonal 
fluctuations in sales per store, be- 
ing highest in December. For the 
12 weeks averaged, the typical sales 
per employe per hour amounted to 
$1.92. 

In 1939 the average dollar spent 
in limited price variety chains by 
consumers was disposed of as fol- 
lows: 


sales 


Cents 
64.1 
14.7 


Net cost of merchandise sold 
Salaries and wages - 
Tenancy costs and related ex- 
pense 
Taxes 
and income) rere ee 1.3 
Other operating expense in- 
cluding interest . ig: wvurecr ae 


11.9 


Total costs 96.3 
Net profit . dice aeauaeeece ae 
Of the 15 identical variety chains 
studied the average sales per store 


in 1939 were $191,000, compared 


with $182,000 in 1938 and $228,000 
in 1929. The gross margin in 1939 
was 35.2 per cent compared with 


34.56 per cent in 1938 and 32.68 per 
cent in 1929. The rate of stock- 
turn, based on beginning and end- 
ing inventories, in 1939 was 5.13 
times per year compared with 4.90 
jtiumes a year in 1938 and 5.24 times 
a year in 1929 


Lang to Anfenger 


toy S. Lang, St. Louis child psy- 
chologist, has been placed in charge 
of a new department of Anfenger 
Advertising Agency, St. Louis, 
which will specialize in the adver- 
tising of products directed primar- 
ily to the children’s market 


Wallace Forms Agency 
Ross Wallace has opened the 
Wallace advertising agency at 309 
Masonic temple bldg., Des Moines 
He was formerly with R. J. Potts & 
Co., and the sales staff of radio sta- 
| tion WHO. 
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ADVERTISING AGE 


Life-Size Cutouts Made 
from 8 x 10 Negatives 

To the Editor: One of the most 
effective displays used recently to 
promote electric ranges appeared in 
the windows of the Tampa Electric 
Company, Tampa, Fla.—the com- 
pany, incidentally, which won first 
prize in this year’s Hughes Award 
competition. To secure an unusu- 
ally realistic effect, F. J. Lacy, 
Tampa Electric Company’s advertis- 
ing manager, had figures cut from 
life-size photographic enlargements 
which had been made from original 
8x10 negatives. The figures were 
then tinted in natural colors and 
mounted on heavy board. 

These cut-outs were posed in 
three windows with actual Hotpoint 
ranges, in the same positions used 
in the original photographs. 

These displays were so life-like, 
it took a second glance to learn that 
the models were not flesh-and-blood 


young ladies. Mr. Lacy reports 
numerous phone calls asking 
whether the models were Tampa 


residents! 

We are enclosing photographs of 
two of these windows, attaching to 
each the original photograph from 
which the model was taken. The 
original photographs were taken 
here in our plant at Chicago and the 
negatives loaned to Mr. Lacy in 
Tampa, where the enlargements 
were made. 

We thought you would like to tell 
your readers about this unique win- 
dow display idea. Full credit goes 
to Mr. Lacy, who got the idea for 
his windows when he saw our stock 
publicity photographs. 

FRANCES ARMIN, 


Director, Press Bureau, Edison 


General Electric Appliance 
Company, Chicago. 
v v v 


Trojan Horse 

To the Editor: We are attaching 
a copy of an advertisement which 
we ran in February of this year, 
and which, as you see, uses the 
“Trojan Horse” theme to depict the 
hazards of public liability. 

This insertion appeared far in ad- 
vance of the current use of the term 
“Trojan Horse” to typify the activi- 
ties of “Fifth Columnists” in the 
current war. 

Rosert J. 

Advertising Manager, 

Accident Insurance 

Detroit. 


WALKER, 
Standard 
Company, 


THE TROJAN HORSE 


Hidden Enemies 


STANDARD ACCIDENT INSURANCE COMPANY 


Stamderd Bervse © Setieties Since (eee 


Standard Accident 
horse copy, 
most of the 


thinks this Trojan 

run some time ago, beat 

“fifth column" stuff to the 
draw. 


Voice of the 


This department is a reader’s forum. 


Advertiser 


Letters are welcome. 


BLOWN-UP PHOTO MAKES ATTRACTIVE DISPLAY 


ELECTRIC 
COOKERY 


PEPPY 
DPPETITES 


means 


Edison General Electric Appliance Company merchandising pictures looked so 
good to one utility advertising manager that he had them blown up to life size 
and used them for unusual displays. 


Last Minute Stuff 


To the Editor: Thanks very much 
for your letter concerning the Apb- 
VERTISING AGE contest 

As a side light on my entry, may 
I say that I had had no intention of 
producing an entry unt the eve- 
ning of May 31. The manuscript I 
submitted was written between 8 
o’clock and 11:30 p. m., in order to 
have it postmarked before the dead- 
line. Frankly, I think it 
have at least been copy read 
A. WILLIER, 
Public Relations 
Advertising Club of 


should 


ROBERT 
Chairman, 


Committee, 
St. Louts. 


v v ’ 


Flowers for Dad 

To the Editor: Replying to the 
item of Florex Gardens, Lansdale, 
Pa., in your issue of July 8th: 

Allied Florists Association of Illi- 
Father’s Day” 
potential market for 
ning the enclosed ad on June 15th 
that the Allied Florists 
were careful to include other gifts 
for Dad, so as not to tread on the 
toes of Capper & Capper 
graciously and cleverly suggested 
flowers in their ad run _ before 
Mother’s Day. 


nois recognized * asa 


flowers by run- 


Please note 


who so 


M. L. HEINRICHS, 
Vice-President, Brookes & Sons 
Company, Chicago 


CLAIMS FIRST 


FATHER'S DAY» _, JUNE t6th 
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Be ereets Gert red -ermetion: as 


Tee rare fer eee Hite 


Mr teres te pebe oF smaperagens 
Aémires stradete s ten 
Bet beet of ott be eves he rheegme 


er ee 


The Allied Florists Association of Illinois, 
with copy like this, claims that advertis- 
ing flowers for Father's Day isn't so 


unusual as a recent Advertising Age 

correspondent seemed to think. And 

here's the association's exhibit A as 
proof of its enterprise. 


Travel Posters Available 
from National Park Service 

To the Editor: In the interest of 
serving those concerns desiring to 
tie in with the ever popular subject 
of travel and, particularly this year, 
with the nationwide program of 
making 1940 the greatest “Travel 
America” year, we have established 
at this office a poster clearing house 
service designed to furnish posters, 
showeards and displays to retail and 
department other trade 
establishments and publicity organ- 
izations, for use in their show win- 
lows, lobbies or exhibit rooms 

With the aid of over 100 cooperat- 
ing agencies, samples of more than 
250 different display posters have 
been assembled at our office, and a 
Preliminary Descriptive Poster List 
has been drawn up, describing each 
poster as to subject, color, size and 
from whom obtainable. Most of 
these displays, as you will note by 
the enclosed copy of the list, are 
free, and upon written request will 
be mailed postage prepaid by the 
organizations listed 

It occurs to us that your publica- 
tion may be interested in giving 
mention to the availability of this 
list of travel posters for display use. 
In this connection, it should be 
mentioned that stores in and around 
New York City can obtain posters 
directly from the reserve supply 
held at this bureau by sending a 
messenger to pick them up. The 
bureau is also able to assist such or- 
ganizations by furnishing other 
travel display information, and oc- 
casionally technical assistance, 
J. R. ANDERSON, 
New York Office, 
States Travel Bureau, 

Park Service, United 
Department of the In- 
New York. 

’ v v 


Now Greeting Cards 
Hold Real Flowers 


To the Editor: Knowing that your 
publication is always on the 
ideas, new things, we 
take pleasure in mailing to you the 
latest in novel greeting cards—our 
“Tru - Bouquet” greeting 
original and novel 

The feature of these 
detachable 
flowers 


stores, 


Supervisor, 
United 

National 
States 
terior, 


look- 


out for new 


cards 


cards is the 
bouquet of flowers—real 
which can be used for coat 
lapel for man or woman, for lady's 
purse, 

They're real flowers, and another 
interesting feature is that when wet, 
when moistened, sparingly or freely, 
the flowers turn to buds, and when 
they're dry they bloom again. Try 
it and see 

The sample which we are 
sending is one of several numbers, 
for birthday anniversaries, for get- 
well greetings We'll have 
too, for other events 
A. H. SAMPSON, 
Sales Promotion, 

Wyckoff Mfg. Co., 
Mass 


corsage, hat, etc 


card 


Director of 
White & 
Holyoke, 


‘larly proud of the 


| saying, 


them, 


Proving Again That 
There’s Nothing New 


To the Editor: With all due re- 
spect to Mr. Ray Fussell of Nash 
and his “feature index” for used 
cars, as reported in your issue of 
July 8, as “the latest wrinkle, etc.,” 
we wish to present two such ideas 
which we have been promoting 
amongst General Motors dealers for 
some time. 

One is a yellow sticker 5 by 7 
inches, which was developed over a 
year ago with Chas. Alexander of 
Buick. We offer all popular makes 
of cars for five years back. This is 
a printed sticker to be pasted on 
the windshield or window of the 
used car to be sold, with the name 
and year of the model at the top, 
and a listing of its special features. 

Another type is the tag developed 
several months ago in conjunction 
with Mr. Harry Bygel of Pontiac 
Motor Division. We are particu- 
tag type inas- 
much as it gives very complete in- 
formation about the car on each 
side. This tag contains a printed 
list of the features of the particu- 
lar car under consideration, plus its 
name, model year and sales price 
on one side, and on the other such 
additional information as the car's 
serial and engine number, former 
owner’s name, and a check list, 
“This is a ‘good will’ used 
car checked for tires, battery, igni- 
tion, etc.” 

Both types have been outstanding 
in popularity for many months, and 
we intend to keep them as perman- 
ent merchandising helps. 

F. C. HIMMELMAN, 

Sales Promotion Manager, Pho- 

tographic Section, General Mo- 

tors Corporation, Detroit. 
v v v 
Strange Quirk 

To the Editor: Here’s another of 
those prize “position” ads which 
have hit us in the funny spot ever 
so often. 

This appeared in the roto section 
of the Des Moinés Sunday Register 
some weeks ago. The more often 
I've seen it the more I think it be- 
longs on your page and in the files 


SHAVE AND DYE 


1 WAS AFRAID 


TO DYE MY HAIR! 


a> 


This roto editorial picture, and the ad- 

vertisement tucked into the 

make a peculiar combination, 
spondent thinks. 


corner, 
a corre- 


of your readers who get a kick out 
of ail such. So here it is. 

This “Rodeo Rider” is apparently 
willing to take a chance on using 
his trusty safety razor while astride 
his wildeyed fiery mustang—but it 
seems that he is afraid to dye his 
hair! (Do you suppose the said dye 
is in the pail and about to help ‘paint 
the desert’ due to his timidity?) 

J. S. HAGEN, 

Hagen Advertising Service, Des 

Moines, Ia. 


(A column of advertising commen, 
of interest to manufacturers of no. 
tionally advertised food products 
and their agencies.) 


PS. has a singular influence Or 


everyone it reaches. And we are jo: 
talking about the postscript on a |-tter 
Far from it! P. S. to us-—-and to no me, 
ous advertisers whose nationally «iver 
tised food products are featured ji) 7) 
Topeka Daily Capital-—-is an essentia 
postscript to newspaper advertisi: It 
is a Plus Service offered without ¢ 
the form of a successful Food Cooper, 
tion Plan. 


The Food 
Coopera- 
tion Plan 


BS... 


Food Cooperation Pla 
of The Topeka Daily Capital—is a Ply 
Service that was launched in Januar 


1938, for the benetit of national foo 
advertisers. Since that time it has 
phenomenally developed the sale of mor 
merchandise to the nearly 50,000 sy) 
scribers of the first newspaper in Ty 
peka. And The Capital is first in cire 
lation, first in news, first in advertising 
lineage. 


How it 
Helps Food 
Advertisers 


p S. is a Plus Service without par 


allel in the $101,966,000 Greater Topek 
market Every Tuesday and Frid 
The Topeka Daily Capital runs sper 

display ads about nationally advertis: 
food products currently advertised 

lopeka’s leading newspaper In ad 
tion to this, ?.S, also includes a spark 
ling Daily Capital Food Review 0 
Radio Station WIBW every Saturd 
morning , during which  natior 
foods are featured, 


P.S. Favors 
Thomas J. 
Lipton 


Pp S. is a Food Cooperation Pla 


clicks with national advertisers 

The Topeka Daily Capitals many 
sive national advertisers who ha 
efited by this unique Plus Servic 
Thomas J. Lipton Co.. whose I 
lea is showing decisive sales ¢ 
lopeka the fastest growing 

Kansas—and in the 21 Drive-in ¢ 
which make up the Greater Tope 
covered by The Daily Capital. 


PS. If you are the manufa 


a nationally advertised food pr 
or if you are an advertising ac: 
such a manufacturer write f 
tional information about the 
operation Plan 


I ( 


Che Gopeka 


‘OF 200,000 KANSANS — 
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. JULY LINAGE FOR CANADIAN MAGAZINES daa of the opposition to his satis 
National Defense 1940—— FBI Calls Patman dead bill,” and 


sens chain store tax 
Pages Lines Pages Lines : asserted that “it would be a terrible 
Mayfair 3 faleze *; ', Charges Against 


p h d D a, le el a bye “1 situation if, in times of great public 
Canadian Homes & Gardens 27.0 Is.152 25 7188 B . U f d d feeling, citizens had no protection 

us e on rogram ee + ge te ph yoir nriounae against malicious accusations made 
Libert ‘ New York, July 16.—Complete ©" the floor of Congress by a Con- 


t y 2 14.' z , ‘ 
. « National Home Monthly 14.9 10,461 15.6 10.951 p 7 pemnaawns at . . . 
or gna | vindication of the charges of un-|8ressman abusing his legal im- 
Total Group l 4 114.40 


123.422 Americ; ac > rece , ade munity.” 
Display, including poultry and livestock, in Canadian Farm Papers American activity recently made 


1940—-— 1939 before Congress by Representative) He added that the promptness 
Los Angeles, July 17.—Signal Oil > : : Pages Lines Pages Lines Wright Patman was given to Carl with which the FBI investigated the 
. Free ‘ress *rairie Tarmet 25 24,937 J 27,882 ; . + 
Company feels that the interna-  spamiiy Herald 4 Weekly Stat ; Byoir, A & P publicist and opponent Patman charges demonstrates “that 
tional situation is so serious that it Eastern Edition 27 27.547 27.0 27.069 of the Patman proposal against © citizens will be burned at the 
has inaugurated a series of national | eeuuntry Guide & Nor West Parmer 273 19:635 214 in 422 |Chain stores, in Washington today Stake in this country by irresponsi- 
nen CRROUMASINETS Sh PENS OS | Tae Adverat H Ml +¥ sane = 17.122 when the Federal Bureau of Inves- | ble attacks even in high places.” 
: i > - *Farmers Advocate & ome agazine “44 17.458 ae 16.68 . " . 
ment the — ert 9m Mid Way) ecanadian Countryman : 24.8 14.340 19.4 is.s29 | tigation revealed that its investiga- armen 
“Si ¢ “nival.” s- | The Farmer's Magazine 13.8 644 15.8 11.055 : : +“ : 
i na. through “Signal Carnival,” the mus- | The Farmer's Masazir “y- “yet '-"’ tion disclosed “no evidence whatso- : 
ducts ical variety program it sponsors “ie ar ~- ever that he has been engaged in York Ice Appoints Lebor 
over the NBC Red Pacific Coast net- Total Group 168,739 155.174 any un-American activities.” John F. Lebor, recently with the 
- . ; * |RKO Corporation, has been ap- 
ay l h a The Department of Justice de-| Hointed assistant to the executive 
A typical suc announcement bJune linage ‘are ‘ » F ‘estig: rr — 
ead yP — +Weekly, June linage clared that the FBI investigation | vice-president of the York Ice Ma- 
err ds—th Signal Oil C *Figures supplied by Publishers’ Information Bureau found “no basis for departmental | chinery Corporation, York, Pa. 
rien ss e igna : om- action,” and revealed that “the case | —— 
on pany again wishes to devote the ad- ‘ 7 . is regarded as closed.” Ss “R d a 
J! 9 vertising time of this program to Appoints Wittner Name Wallace, Wittmer {© 4), Byoir expressed happiness at| PPC™SOTS ~HOuNndup 
numer mneak + a 5 - of national White Goat Far Stockbridge The Dail ~ Batesville. Ark.. | Mr. Byoir expressed happiness at The a . bee ee 
se speak to you on a matter of nationa ite oat Farm, ockbridge, re Daily Guard, Batesville, Ark., the FBI disclosure. He repeated his 1e Arizona Farmer sponsored a 
Th importance. We believe the seri- Mass., has appointed Fred Wittner, has appointed Wallace, Wittmer | de . Bo . con epes "S| “Pourth of July Roundup” at Phoe- 
tia ousness of conditions prompts us to New York, to handle advertising of Company, New York, as national|charge that Rep. Patman attacked | nix which attracted 20,000 persons 
it speak frankly, even though we may goat’s milk in medical publications. representative, effective Aug. 1. ‘him “in the hope of discrediting! and will be made an annual event. 
bopera lose the valued patronage of those 
who conscientiously disagree with —— 
us Le ey 


“There is a saying: ‘Forewarned 
is forearmed’—a saying that is true 
enough if we actually heed the 
warning—and if we take heed in 
time. Emotional upheaval alone is 
not enough. Half-measures are 
dangerous, as they are apt to lull 
us into a false sense of security. 
Some steps in the right direction 
have already been taken—perhaps 
the most important of all being 
the appointment of the Advisory 


“SAY! YOU'LL BE 
STEAMED UP ABOUT IT, TOO! 
IN A NUTSHELL, IT’S A BETTER 
WAY TO GREATER SALES IN 
GREATER NEW YORK—AT 

NO EXTRA COST!” 


“WHAT'S THIS . 
‘SALT-WATER WAY’ 
BUSINESS WEAF 
IS ALL STEAMED UP 
ABOUT?” 


1 Plus Commission of the Council of Na- 
ATV usa tional Defense which includes some 
r —_ outstanding American industrial 
of mor leaders. 

OO sb 

in Ty Urges Concentration of Authority 
1 re 
ertising “We wish to urge another vital 


step with regard to this Commission, 

taking a lesson from the last war. 

We all know that a committee with 

divided authority cannot operate 
“ efficiently without a directing head. 
/ aS So let’s appoint someone right away, 
~ someone who has no other responsi- 
. bility, someone who can concentrate 
] on the one job at hand. We sin- 
cerely and confidently believe that 
a man like William S. Knudsen 
should be put in complete charge of 
industrial mobilization for national 
defense with full authority to direct 


As the program. The President has 
Frid already appointed him as a member 
en of his Defense Advisory Commis- 
tised sion. He is nationally acclaimed as 
“ R an outstanding production genius of 
owe our day. The sooner he is given 
satura 


the authority, the sooner we'll be 
prepared. 

“Remember your representatives 
in Washington are entitled to an ex- 
pression of your opinion on_ this 
subject. Furthermore, every citi- 
zen, every organization should cast 
aside personal interests and selfish 
objectives. Each one of us must get 
behind industrial mobilization 100 
per cent. In Congress, Democrats 
and Republicans are uniting to pass 
necessary legislation, money is be- 
ing appropriated. Now the need is 
to efficiently speed up production 
for national defense. Therefore, we 
must have a production leader and 


7. bh talking as everyone soon will © Great sales and profits for 
be about the new location of WEAK Ss. WEAF advertisers 


OU.000-watt transmitter at Port Washington, 


ae we must get behind him! And we New York. They're talking about its “salt- bor example. there will be a minimum signal 
ce ist would like to hear the President water way” to the New York market) and in New York's five boroughs of 25 millivolts 
Lipton’ say to William S. Knudsen or some- ; ina” . b that’ 
gains ne of his qualifications and experi- what thats gomg to mean to advertisers. and that's a real concentration of power 
Counties ence: ‘You're the man—go ahead They're agreeing that salt water conducts where powercountsmost. And beyond thecity 
™ ind get things done!’ : . . 
: o vround waves better than ; relse ; rroper. listeners will ge Ah re cle: 
Barton A. Stebbins Advertising = better than anything else and si. get WEAK more clearly 
Agency handles the Signal Oil Com- realizing that WEAK s signal traveling over and with a greater volume for consistently 
pany account. salt water all the way from antenna to New better listening to WEAR s great programs. 
York will get a boost throughout its cov er- WEARS coverage is vast today. Its service 
Justrite Appoints Berry ave area that will mean to listeners and advertisers is dominant. In 


he Justrite Company, national 
ibutor of pet foods and a di- 
n of the Atlantis Sales Corpora- 
lion, Rochester, N. Y., has appointed 
Alfred Parker Berry as superviso1 
if syndicate store sales and mer- 
chandising. Richard A. Foley Ad- 
vertising Agency, Inc., Philadelphia, 


Nas the account 


! F the fall. when the new transmitter goes into 


u A better-than-ever signal to operation. entirely new standards of listening 


_ . pe willbe set for New York audiences by WEAF. 
WEAF’s listening millions Plan to take advantage of it. Check WEAF'’s 


choiwwe availabilities in) guaranteed station 


2) More regular listeners time now. Just give us a ring or drop usa line. 
Towmotor to Swink 
fowmotor Company, Cleveland, 
Maker of lift trucks and industrial 
factors, has appointed Howard 


/ 
bts handle Me satening te Represented Nationally by | c 
"im 


NEW YORK CLEVELAND 


/ SPOT Sales Offices | Siac Jatin 


BOSTON PITTSBURGH 


gency has moved to larger quar- 
ers at 372 E. Center street, Marion 
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ADVERTISING AGE 


July 22, 1949 


Guth Fixtures 
Doffs Technical 


Jargon in Copy 

St. Louis, July 16—A _ national 
advertising campaign which will 
discuss fluorescent lighting fixtures 
in common rather than technical 
terms has been announced by the 
Edwin F. Guth Company here. Copy 
will make much of the expression 
“Arctic Daylight,” defining it as 
“the cool, brilliant, shadowless, non- 
glaring illumination produced with 
Guth fluorescent fixtures.” 

Two types of Guth fixtures will 


FTC Reveals ‘Purity Score 


by Type of Media for ‘39 


248,000 Advertise- 
ments, 334,000 Com- 
mercials Under Micro- 
scope 


16.— 
Trade 


D. C., July 
the Federal 


Washington, 
During 1939 


culation it climbed to 9.8. 
Almanac advertising wasn’t so| 
hot, 20.7 per cent of it being put | 
aside for a closer look, while mail | 
order advertising seemed reasonably | 
pure, with 1,129 advertisements 
marked out of 22,348 pages exam- | 
ined. 


Radio Figures Surprising 


‘Commission’s radio and periodical | 


be considered in copy, a utility line | 


known as Flu-o-flectors for factory 
use and a more decorative line 
called Tru-co-lites for offices, stores, 
etc. Magazines on the Guth adver- 
tising schedule include 


division examined 123,646 magazine 
advertisements, 124,793 newspaper 
advertisements, 22,348 pages of mail 
order advertising, and 1,569 adver- 
tisements in almanacs. During the 
first six months of 1939 it also 


Week, Collier’s, Life, Nation’s Busi- | .ontinuities. 


ness and The Saturday Evening 
Post. Business publications sched- 
uled to reach specific fields include 
American Druggist, Chain Store 
Age, Factory Management and 


| 
| 


|marked “as warranting further in- | FTC says, 


Maintenance, Industrial Equipment | 


News, New Equipment Digest, and 
Women’s Wear Daily. 

An extensive program of mailings 
to dealers and jobbers is contem- 
plated and an elaborate portfolio 
presentation has been prepared for 
Guth salesmen. Ridgway Company, 
St. Louis, handles the advertising. 


Freund Re-named 


A group of department stores 
linked to the A. M. C. chain has 
again retained Morton Freund, New 
York, as agency for a special cam- 
paign on men’s clothing. The drive 
will be an extension of a special 
promotional effort last year when 
the theme was “pliant tailoring.” 


Brazilian Drives Set 

Fall and winter campaigns in 
Brazil are being released through 
the Sao Paulo and Rio de Janeiro 
offices of J. Walter Thompson Com- 


pany for General Motors, Omega | 
watches, J. B. Williams Company, 
Goodyear tires, Atlantic gasoline, 


Coty perfumes and Johnson & John- 
son products. 


AD TAL TA 
POSTER STAMPS 


FOR—PREMIUMS, 
ING, 


MONEY-RAIS 
IDENTITY IMPACTS, SLOGAN. 
GOOD WiLL BUILDING 


EERING, 


TODAY— Over 
ore regular 
Stamps 


1,100,000 people 
collectors of Poster 


WRITE Today for complete informa 
tion, Cose Histories 
How You Con Use Poster 
Eflectively—at low Cost 
gation 


MID-STATES 


GUMMED PAPER CO. 


2515 S. DAMEN AVENUE. CHICAGO 


somples and 
Stamps 
No ob! 
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Of the magazine advertisements 
exemined, 12.1 per cent were 


vestigation”; 7.9 per cent of the 
newspaper advertisements were so 
marked; 1,129 of the mail order 
advertisements; 20.7 per cent of the 
almanac advertising, and 4.2 per 
cent of the radio commercials. 

These are highlights of an analy- 
sis released by the FTC this week, 
but they by no means tell the whole 
story, since a further breakdown of 
“marked” advertisements is made 
in each division according to class, 
type or size of the medium involved. 
For example, while 12.1 per cent of 
all magazine advertising warranted 
further investigation, in the opinion 
of the radio and periodical division, 
this percentage was by no means 
uniform for all types of publica- 
tions. 


Fiction Group High 


“High scorer” in the list was the 
fiction group, including pulps, whose 
advertising caught the inquiring 
gaze of the FTC so frequently that 
29.4 per cent of all advertising was 
marked for investigation. Close 
runners-up in the magazine field 
were movie fan magazines, with a 
score of 27.9 per cent, fraternal 
magazines, 25.7 per cent, and health 


‘ 


magazines, 23.1 per cent. 
Theater magazines ranked high- 


est in the purity scale, with only 1 
per cent of their advertising content 
open to question, while “trade and 
specialist” publications were next 
with 2.4 per cent, followed closely 
by sports and hobbies papers with 
2.9 per cent. 

In the newspaper field foreign 
language papers printed the largest 
percentage of questionable advertis- 
ing, 14.3 per cent of their advertis- 
ing being referred for further inves- 
tigation. In the English language 
field, relative purity of advertising 
‘can be gauged accurately by the size 
of the circulation, if the FTC's fig- 
ures mean what they say. Papers 
of less than 40,000 circulation con- 
tained only 5.2 per cent advertising 
which the FTC believed warranted 
further study, while in papers of 
from 40,000 to 99,000 circulation this 
percentage went up to 6.7, and in 
papers with more than 100,000 cir- 


ALWAYS 
THE FINEST 


AT 


FAITHORN 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all — 
just as you wish, but all 


are here, ready to serve 


Today there's a one best way in every- 
thing. Faithorn COMPLETE SERVICE offers 
you the best way to produce the mechan- 
ical requirements of your advertising 
. —(1) ad-setting, (2) engravings and 
(3) printing —all under ONE roof. Only 
ONE contact and ONE order necessary. 
Faithorn can save you TIME, TROUBLE and 
MONEY. Exceptionally well fitted to sub- 
mit ideas, write copy, prepare sketches 
and typographic layouts. Try us soon ! 


FAITHORN CORPORATION 


In the radio field, figures as sur- | 
prising as those cited in the news- | 
|paper field are given, with the 
| Possibility of offending the FTC} 
apparently increasing rapidly in 
direct proportion to the extent of | 


Business |«xamined 334,532 commercial radio | the broadcasting activity. 


Of the total 334,532 commercial 
|radio continuities examined during 
| the first six months of the year, the 

15,390 originated from 
|commercial broadcasts on nation- 
|wide networks, and 22.2 per cent 
‘of them were “marked and re-| 
\ferred for further investigation.” 
On the other hand, 150,192 com- 
‘mercial continuities were submitted | 
| by medium-powered regional sta- 
| tions, and in this group only 3.3 per 
cent were marked for further inves- 
tigation, while among the hundred- 
watters, supplying 113,927 scripts 
for checking, further investigation 
was considered necessary in only 2.3 
per cent of the cases. 

Clear channel] stations submitted 


21,932 continuities, and 7 per cent 
were culled out, while “high re- 
gional’—10kw—stations, accounted 


for 19,736 scripts, of which 4.4 per 
cent were questioned. 

The FTC pointed out that all net- 
work scripts are submitted for in- 
vestigation, while only approxi- 
mately one-sixth of the commercial 
announcements on individual sta- 
tions are examined. 


Network Commercials Long 


It further pointed out that, “on 
the whole, it was observed that the 
average commercial continuities 
representing nation-wide network 
broadcasts were about seven times 
the script length of those rendered 
for individual station commercial 
announcements.” 

“The percentages and other sta- 
tistics presented relate only to the 


initiation of inquiry and are not 
necessarily representative of any 
final adverse action taken by the 


Commission,” the report said. 


Coveney Expands 


James A. Coveney Company, New 
York, national representative of 
shopping newspapers, has opened a 
Philadelphia office. Joseph A. Mc- 
Owen has resigned as Philadelphia 
manager of the George A. McDevitt 
Company to direct the new Coveney 
branch. Joseph J. Hasson has been 
transferred from New York to Phil- 
adelphia as associate to Mr. Mc- 
Owen. The company has also issued 
a new rate card listing over 70 shop- 
ping papers with a combined circu- 
lation of 5,350,000, and _ offering 
group and continuity discounts. 


Elects Hutchinson 

William M. Hutchinson, vice- 
president of Keeling & Co., Inc., has 
been elected president of the Adver- 


PRINTING 


you... Speed, economy 


Ad-Setters - Engravers - Printers 


ond satisfaction assured. 


504 Sherman St.,Chicago Phone Wab. 7820 


tising Club of Indianapolis. Other 
officers are: vice-president, Boyd 
Brown, Indianapolis News: secre- 
tary, Harold L. Ross, Indianapolis 
Athletic Club; treasurer, W. B. 
Smith, Advance-Independent Elec- 
trotype Company; sergeant-at-arms, 
H. F. Goheen, Multigraph Sales 
Agency. 


Studebaker Offered 


Grand prize in the annual fishing 
contests sponsored by Hunting & 
Fishing and National Sportsman 
will be a 1940 Studebaker Champion 
sedan Entry blanks are available 
at sporting goods stores and Stude- 
baker dealers. 


Thomas Adds Cowilich 
WwW. B 

tising 

Electric 


adver- 
“General 


Cowilich, formerly 
manage! ot the 
Review.” has resigned to 
join Thomas Publishing Company, 


DAY AND NIGHT SERVICE 


New York, as assistant to O. G. 
Hendricks, vice-president. He will 
coordinate sales activities on 
Thomas’ Register 


: How FTC Scored Magazine, Newspaper 
and Radio Advertising During 1939 


MAGAZINE ADVERTISING 


Advertisemen 


Publica- 
Per tions 
Type of Publication Quantity Cent Issues Repre- Reports 
teader Group Appeal Examined Marked Examined sented Circulati 
Farm Journals 36,120 5.9% 100 65 18,220,37 
Education 558 6.9% 18 13 334,44 
Fashion 1,153 3.8% 21 11 461,06 
Fiction. 19,698 29.4% 423 218 20,792,6 
Fraternal 823 25.7% 34 14 2,116,358 
0 Eee 3.098 23.1% 67 27 635,06 
Home & Women......... 11,479 16.2% 96 25 20,987,88 
Humor & Risque.... es 1,698 14.0% 2 27 1,819,358 
Information & Comment. 2,938 6.9% 69 36 13,929.17 
A eae eer 738 3.9 % 16 12 2,048,258 
Literature 701 13.7% 19 11 2,516.06 
Movie Fan , ‘ 4,016 27.9% 66 21 3,458.47 
Opportunity-Sales 11,078 12.1% a8 14 532,5 
Religion ‘ 1,239 7.2% 39 24 2,032,658 
Scientific Information.... 11,703 5.9% 41 17 1,674,7: 
Sports & Hobbies.. 11,721 2.9% 104 71 4,384,829 
5, ee a ee ; 370 1.0% 4 i 98,01 
Trade & Specialist. 4,515 2.4% 97 52 2,364,8¢ 
‘,. £eererererrerr: 123,646 12.1% 1,324 664 98,406, 9¢ 


NEWSPAPER ADVERTISING 


Advertisements Publications Surveyed 
Publica- 
Per tions 
Newspaper Groups Quantity Cent Issues Repre- Reporte 
Circulation Range Examined Marked Examined sented Circulatic 
Over 100,000 57,122 9.8% 502 140 29,416,7: 
40,000-99,000 ............ 39,450 6.7% 513 150 6,662.34 
Under 40,000 ..... ssee 26,843 2% 469 185 2,941,760 
Foreign Language (Prin- 
GHEE CUCIOS) sc cewecs 1,378 14.3° 8 30 1,146.8: 
Total ..124,793 7.9% 1,522 507 40.067.6° 
RADIO ADVERTISING 
(First six months of 1939) 
Commercial Continuities Broadcasters Surve d 
Station 
Type of Broadcaster Quantity Per Cent Script or Netwe 
Maximum Night Power Examined Marked Procured Represented 
Nation-Wide Networks. 15,390 22.2% 100% 3 
Regional Networks 9,228 6.5% 100% 22 
Total All Networks.. . 24,618 16.4% 100% 2 
Individual 
Low Local 113,927 2 162 OS 
(100 watts) 
Med. Regional 150,192 162 252 
(1,000 watts) 
High Regional 19,736 1.4 162 6 
(10 kw) 
Clear Channel ; 21,932 ri 162 t 
(Inc. Special High) 
(25 kw-300 kw) 
Total Individual Station. .305,787 3.3 ' 1o0¢ 632 
Transcriptions e% $127 13.4 10° 
Total ..> 834,052 4.2 


es 


ts Publications Surveved 


War's Effect to 
Take Limelight 
at Boston Meet 


Boston, July 16.— The effects of 
war emergencies on the marketing 
of goods and services and the sig- 
nificance of the 1940 census of busi- 
ness will be two of the major sub- 
jects for analysis at the 12th an- 
nual Boston Conference on Distri- 
bution, to be held at the Hotel 
Statler here, Oct. 7 and 8. 

Other program topics announced 
by Daniel Bloomfield, director of 
the conference, will be legislative 
barriers among states, the distribu- 
tion of fashion, the newspaper's 
function in a war economy, de- 
velopment of voluntary cooperative 
group systems in distribution and 
consumer relations. 

Speakers will include Gov. Lloyd 
C. Stark of Missouri; Harvey S. 
Firestone, vice-president, Firestone 
|Tire & Rubber Company; Harold H. 
Swift, vice-chairman of the board, 
| Swift & Co.; Donald Laird, director, 
N. W. Ayer Foundation for Con- 
sumer Analysis; Bernard Lichten- 
berg, president, Institute of Public 
Relations; Gordon Cole, advertising 
manager, Cannon Mills: Edwin S 
Friendly, business manager, New 
York Sun; and C. F. Hughes, busi- 
ness news editor, The New York 
Times. 

The presentation by Dr. Vergil D 
Reed, assistant director, Bureau of 
the Census, will be the first an- 
alysis of the 1940 census of business 


Starts L. A. Weekly 


Al S. Waxman has begun publi- 
cation of the Eastside Journal, a 
controlled circulation weekly news- 
paper serving the east side of Los 
Angeles. He has also acquired the 
Messenger, a paid circulation weekly 
tabloid serving the same area. 


Plans Rice Campaign 
Legislative Act 112, creating a 

rice development con for 

advertising rice and assessing a tax 


mission 


of two cents per 100 pounds on all 
milled rice, has been signed by Gov- 
ernor Sam H. Jones of Louisiana 


Royalton Crown Pipe 
Names Platt-Forbes 


Henry Leonard & Thomas, Inc., 
Ozone Park, N. Y., is introducing a 
new briar pipe called the Royalton 
Crown which not only “smokes over 
the ‘goo’ Not through it!” but 
which can be fitted with a variety 
of colored bits to match the smok- 
er’s necktie, suit or whatever the 
individual prefers. Platt - Forbes, 
Inc., New York, has the account 


Plan $100,000 Iowa 
Dairy Campaign 

The Iowa State Dairy Industry 
Commission will meet’ in Des 
Moines Aug. 6 to establish its ad- 
vertising program and budget the 
approximately $100,000 collected on 
the May 1-15 one-cent a pound but- 
terfat tax. 


Amy Brown to BBDO 

Amy Helen Brown has joined the 
Hollywood office of Batten, Barton, 
Durstine & Osborn. She was for- 
merly associated with Raymond R 
Morgan Company. 


Make Your 
National Advertising 
5 Times 
As Effective! 


To see how—write today for 
your free copy of the ana! 
ysis of the certified survey 
made on 20 national 
counts in 13 cities, 
in population from 4,97& ‘to 
750,000, in 6 states. 
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Jell-O, Colgate. 
Welch and Bayer 
Shows Renewed 


New York, July 17.—Star Jell-O 
salesman Jack Benny is set for an- 
otner year on the payroll of Gen- 
eral Foods Corporation, it was 
learned here this week when his 
show was renewed until July 29, 
1941. 

Currently on vacation until Oct. 
6. the Benny series will continue to 
bh heard on Sunday evening from 
7 to 7:30. A network of 81 stations 
of the National Broadcasting Com- 
pony Red chain, including about 25 
in Canada, will carry the program. 
Young & Rubicam is the agency. 


Colgate Renews 


Colgate-Palmolive-Peet Company 
has also renewed its two Thursday 
evening shows heard concurrently 
over the Columbia Broadcasting 
System. “Ask-It-Basket,” heard for 
a half hour at 8 o’clock over 63 sta- 
tions, and “Strange As It Seems,” 
heard for the following 25 minutes 
over 56 stations, are the programs 
affected. Both renewals take effect 
Aug. 15, and Benton & Bowles 
handles both shows. 


Irene Rich Stays 


Welch Grape Juice Company will 
retain the services of Irene Rich for 
another year, beginning Aug. 11. 
Her Sunday evening series will con- 
tinue to be aired from 9:30 to 9:45 
over 39 stations of the NBC Blue 
network, through H. W. Kastor & 
Sons Advertising Company. 


Bayer Renews 


Bayer Company has renewed 
“Second Husband,” starring Helen 
Menken, effective July 30. The show 
is broadcast for a half-hour on 
Tuesday at 7:30 p. m. over 55 CBS 
outlets. Blackett-Sample-Hummert 
has the account. 


Gulf Oil Renews 


The Gulf Oil Corporation again 
will sponsor the Screen Guild Thea- 
ter on the air, beginning this fall 
over its old network, the Columbia 
Broadcasting System. It will be 
heard every Sunday night at 7:30 
o'clock EST, replacing Ellery Queen 
who has been representing Gulf on 
the ether since May. As in the past, 
Hollywood's outstanding stars will 
contribute their time and services 
free, and $10,000 per broadcast will 
be paid by the sponsor to the Motion 
Picture Relief Fund. In turn, the 
Relief Fund, headed by Ralph Mor- 
gan and Jean Hersholt, will use the 
money to establish a home for de- 
serving stars of the past and to care 
for the indigent sick. Young & 
Rubicam is the agency. 


Hunts Industries 

A national advertising campaign 
to attract industries to the Farr 
Alpaca Company mills in Holyoke, 
Mass., taken over by the Kahn 
interests of New York, is being 
launched by Doremus & Co., New 
York. Copy is being released in 
newspapers in several key cities 
throughout the country. 


Paragon to Picard 
Paragon Gear Works, Inc., Taun- 


ton, Mass., has begun a consumer 
campaign on reverse and reduction 
gea through Picard Advertising, 
Inc in anticipation of increased 
‘ruising in American waters due to 


the war 
Associations Combine 

The Refrigerating Machinery As- 
sociation and the Air Conditioning 


Manufacturers’ Association have 

deen combined under the name of 

Air Conditioning & Refrigerating 

Machinery Association with offices 

D the Southern bldg., Washington, 
( 


Frex to Lynn Baker 


Beefare Corporation, Chicago, has 


apy nted Lynn Baker Company, 
‘ew York, to handle promotion of 
Frex. fresh dog food product. The 


ct was introduced in the Pitts- 
market about six months ago 


Expand “Miami Herald” 
An expansion and new building 


rogram costing $650,000 is being 
taken by the Miami Herald. 


ours 


Inds 


Listeners’ Opinion, Inc. 
Plans Postcard Surveys 


Listeners’ Opinion, Inc., a new 
postcard survey company, has been 
organized in Springfield, Mass., with 
Melvin G. Miller as president. Con- 
tinuous, weekly, nation-wide radio 
surveys by postcard are planned, 
beginning with a Springfield survey 
Aug. 2. 

By October the company hopes 
to be operating on a national scale, 
mailing out 10,000,000 postcards 
weekly. 


Release Jeweler’s Spots 


Kasper-Gordon, Inc., Boston, has 
just completed 30 transcribed 30- 
second spot radio programs called 
“Jewelry Jingles” for use by credit 
jewelers. 


Suspend Wolf 
Packaging Awards 
for Current Year 


New York, July 17 Suspension 


of the Irwin D. Wolf packaging 
competition for this year was an- 
nounced today by Alvin E. Dodd, 


president, American Management 
Association, sponsor of the project. 


The annual packaging exposition 
will, however, be conducted under 
the association’s auspices in Chi- 


cago next April. 

Pointing to the contribution of 
the Wolf awards to better packaging 
since their inception in 1931, Mi 
Dodd indicated that a plan is be- 


ing sought to revise the competition 
in order to “meet more effectively 
the newer phases of packaging de- 
velopments in the future.” Mr. 
Wolf, originator of the award idea, 
is vice-president of the Kaufmann 
Department stores, Pittsburgh. 

About 25,000 packages have com- 
peted for the Wolf and 
awards of merit 


trophy 


Promotes D. C. Burnham 

Pittsburgh Plate Glass Company 
has named D. C. Burnham manager 
of plate glass sales. He has been 
manager of glass block sales of the 
Pittsburgh Corning Corporation, 
owned jointly by the Pittsburgh 
Plate Glass Company and the Corn- 
ing Glass Works 


Promotes Paul Muller 


Paul Muller, who has been branch 
manager of the New York office of 
Owens-Illinois Glass Company, To- 
ledo, O., for the past 11 years, has 
been promoted to eastern sales man- 
ager of the glass container division. 
He succeeds Edward F. Glacken, 
who, as president of Owens-Illinois 
Distributors, Inc., a subsidiary, will 
devote his time to the dairy field. 
Clark Rodgers succeeds Mr. Muller. 


Form Pasadena Adclub 


With Douglas McMann as presi- 
dent an advertising club has been 
organized in Pasadena, Cal. Other 
officers are Chester Flory, first vice- 
president; Dorothy Clover, second 
vice-president; and Elizabeth Knud- 
son, secretary-treasurer 


DABBLING ONLY DELAYS A LOT OF FUN 


Putting your foot in it” time after time may be a grand way to work up the courage 


ever it takes 


or what- 


to go ahead and fully enjoy something you really want. But it most certainly de- 


laysthe ‘day of realization’... Are you one of those buyers of photo-engravings who can't sell 


yourself the fact that shopping here and there is a costly proposition in time, in quality and 


in money? Why not join the rapidly growing ranks of those who know that a bargain here, a 
° 


cut price there and questionable quality, trouble and wrangling over invoices are not good 


buying? Look at some of the outstanding advertisements in most any current national maga- 


zine. The chances are that Rogers made the original engravings, and that their record with 


the advertiser is a long one of satisfaction, of true money saving economy and of enjoyment. 


ROGERS ENGRAVING COMPANY 


Adolph F. Buechele, President 
MASTER-CRAFTSMEN OF PHOTO-ENGRAVING 


2001 CALUMET AVENUE -e 


Phone: 


CALumet 4137 e 


CHICAGO, ILLINOIS 
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Baltimore Adclub 
Launches First 
Patriotic Copy 


(Picture on Page 27) 

Baltimore, July 17.—Encouraged 
by the widespread approval of its 
nation-wide campaign to strengthen 
American confidence and morale, 
the Advertising Club of Baltimore 
has launched its first copy on this 
theme saltimore papers have car- 
ried the first of a series of patriotic 
advertisements emphasizing the 
natural resources and_ productive 
genius of this country. The con- 
tinuity of the advertisements will 
unfold the story of America’s fore- 
most position among the nations of 
the world. 

The first advertisement was spon- 
sored by Radio Station WBAL. 
Others will appear under the spon- 
sorship of other industrial organi- 
zations of Baltimore. 

Plans for the campaign call for 
newspaper mats, car cards, outdoor 
and radio broadcasting. It is hoped 
that in each locality where the 
advertisements appear, they will be 
sponsored by industrial organiza- 
tions. 

Replies endorsing the movement 
were received from all sections of 
the country including a letter from 
President Roosevelt. The Chief 
Executive highly approved the pro- 
gram. He wrote, in part, “In these 
ominous days when an _ intensified 
spirit of national unity is of para- 
mount importance, I am particularly 
glad to learn of your program. I 
em sincerely grateful, therefore, to 
you and the members of your club 
tor your action.” 

Advertising agencies were 
cuick to rally their enthusiasm for 
action. 


Kahn Adds Five 

Robert Kahn & Associates, Chi- 
cago agency, has added the follow- 
ing five accounts: Schoneberger 
and Sons, Chicago, using radio and 
newspapers in Chicago, Milwaukee 
and Detroit for Gold Spun soup; | 
Roma Wine Company, Fresno, Cal., | 
using outdoor and radio; Snow 
Clean Bleach, Chicago, using radio 
and newspapers in the Middle West; 
Pogue Distillery Company, Mays- 
ville, Ky.,, using business publica- 
tions and newspapers in the Middle 
West and South, and C & W Mfg. 
Company, Chicago, beauty shop 
equipment, using business papers. 


Closes Hollywood Office 


Buchanan & Co. has closed its 
Hollywood office at 6331 Hollywood 
blvd., but continues to operate Pa- 
cific Coast offices in Los Angeles 
and San Francisco. 


ConerstSeshions 


81,725 copies of the June I5th 
quarterly edition of CONGRATU- 
LATIONS were distributed to hos- 
pitals approved by the American 
College of Surgeons. 


also 


The best facilities 


in BALTIMORE. 
tor LOCAL LIVE. 
TALENT SHOWS 


EDWARD PETRY & CO. 


ON THE NBC RED NETWORK 


mn ee TS 


Getting Personal 


Arthur W. Ramsdell, v.p., Borden Co., flew to the coast to launch 
Elsie, the Borden cow, on her movi2 career. Elsie’s picture, which 
will co-star Jack Oakie, will have to be interrupted next month to 
permit the arrival of calf number five. . . 

Police say they have solved the six-week-old hold-up robbery 
at the heme of W. B. Ruthrauff, v.p., Ruthrauff & Ryan. Three 
thieves invaded the Red Bank 
estate of the agency executive, 
interrupted a cocktail party be- 
ing given by daughter Florence, 
and departed with some $2,000 
in cash and jewelry... 

Not to be outdone by his 
boss, Lynn Farnol, a.m., United 
Artists Corp., is learning about 
military matters as a member of 
the C.M.T.C. training group at 
Plattsburg. The power behind 
the UA throne, John Hay Whit- 
ney, also saw his duty and is do- 
cs) i Sa 

Sam Fuson, v.p., Arthur 
Kudner, claims that the men 
folks at Kudner are just about 
the best shaved people in the 
advertising business these days, 
what with trying out all the new 
shavers being tested by client 
Schick Dry Shaver. 

Personal headquarters for 
GOP nominee Wendell L. Will- 
eT kie have been opened in New 

~% York under the direction of 
Henry J. Taylor, president of 
Package Advertising Company; 
Robert L. Johnson, Robert L. 
Johnson Magazine prexy; and 
Fred A. Rakter, Willkie’s per- 
sonal secretary. Mr. Taylor has 
taken a leave of absence until the 
campaign Is over... 

Ralph D. Paine Jr., European 
director for Time, Ine., has ar- 
rived at headquarters after a Clipper flight across the Atlantic. 
Ben Sackheim, account executive at Kelly, Nason, has returned from a 
month’s tour through Mexico, the Southwest and the Pacific Coast. . 

Capt. Louis W. Bleser, for 12 years with Rodney E. Boone Or- 
ganization and recently Eastern a.m. of Picture Play and Fiction, has 
returned to active duty with the regular army. He is assistant re- 
cruiting officer for the Southern New York Recruiting District. 
Adolph 8S. Ochs, gen’l mgr., Chattanooga Times, is a sergeant guide 
at the Fort McPherson special military camp for Southern profes- 
sional and business men. . . 


Kenneth C. Hogate, publisher, Wall Street Journal, got togethe: 
two former rivals for a golf game. His guests were former candi- 
dates for the Republican nomination Senator Robert A. Taft and Dis- 
trict Attorney Thomas E. Dewey. . . 

Hunter Bell, asst. a.m., Coca-Cola Co., has returned to his Atlanta 
headquarters after considerable traveling, thus giving him the oppor- 
tunity of unlimbering his tennis racquet once again. . . 

C. A. Baumgart, advertising manager of Successful Farming, 
considered putting his initials on his automobile but decided against 
it when he discovered it might be taken for a taxi. Mack Rapp, 
sales manager of Detecto 
Scales, Inc., is honeymooning. His mate 
is Mitzi Silverman, daughter of Abe Sil- 
verman of the N. Y. Times circulation 
department. 

Bernard Weinberg, co-owner of the 
Milton Weinberg Advertising Company, 
Los Angeles, passed out cigars July 8 in 
celebration of the birth of a son, Thomas 
Alan, weighing 6 pounds, 5 ounces : 
Charlie Hassen, production manager of 
Pettingell & Fenton, Inc., N. Y., has re- 
turned from his honeymoon. . . 

KWK’'s six-man golf team defeated 
a KMOX team, 544-550, at Sunset Hills 
Country Club, St. Louis, July 14. Bob 
Richardson of KWK won medal honors 
with a 72. , 

Ernest S. Colvin, telegraph editor of 
the St. Louis Post-Dispatch, who has been 
in Bethesda hospital, Cincinnati, since he 
broke his leg in an automobile accident 
June 8, had a bedside view of the wed- 


NO SUN VALLEY FAN 


We've been saving this picture of A. C. 
Ebbesen of White Rock until a hot spell 
seemed assured. The photo was taken 
May 5 at Bellayre Mountain, 130 miles 
from New York, and indicates that Sun 
Valley isn't the only place that offers 
strip-to-the-waist skiing. 


promotion 


MUSKIE 


aT NS 


ding of his daughter, Helen Jane, to John Pollack, of True Story's 
Richard Zaremba, St. Louis commercial Chicago staff, caught the 22- 


pound muskie shown here the 

other day. Rumor has it that 

he carries it around with him 
on calls all day long. 


photographer, July 6 

Dan Bloomfield, founder and director 
of the Boston Conference on Distribution, 
ducked the firecrackers on his birthday, 
July 4, by hieing himself away to Nan- 
tucket Island to catch up on his favorite author, William James 

Duncan A. Dobie, Jr., advertising manager of the Dell Publishing 
Company, Inc., New York, celebrated his 
July 17 One song with which 
the Democratic convention hall in Chicago 
icans,” the words and music of which are 


silver wedding anniversary 
Democrats shook the timbers of 
was “We're All Amer- 


by James T. Mangan, a.m.., 


of Mills Novelty Company, Chicago Thirty thousand miniature 
copies of the words and music were distributed to delegates and 
guests 


Robert S. McCarty, advertising and publicity director of the 


Philadelphia Company, has been reappointed chairman of the Pitts- 
burgh Community Fund public relations committee He will be 
assisted by John A. Holman, general mgr. of KDKA: Charles H. 
Joseph, assistant publisher of Pittsburgh Sun-Telegraph: Leonard 


Kapner, genl. mgr. of WCAE: Oliver J. Keller. 
Post-Gazette; Edward T. Leech, editor and president of 
Press; Frank Smith, genl. mgr. of WWSW, and 
genl. mgr. of WJAS and KQV 


editor of Pittsburgh 
Pittsburgh 


Robert Thompson, 


NEWSPAPER LINAGE FOR JUNE AND SIX MONTHS 
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Quick picture of the newspaper advertisi 
of 1940, as shown by 
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ng situation for June and the first half 
Media Records, Inc. 


Agency Men Get 
Everything; This 
Time It's Kittens 


New York, July 17.—The screw- 
ball promotion stunt of the week 
was perpetrated by Frank Katsen- 
tine, who accomplished the addition 
of his Miami Beach station, WKAT, 
to the NBC Blue network with a 
feline flourish which must have 
baffled the agency time buyers who 
received blue kittens to commemor- 
ate the historic event. 

Mr. Katsentine, who used to be 
mayor of Miami Beach, is serious 
about this cat business. He picked 
the station’s call letters to coincide 
with the first syllable of his sur- 
name. WKAT stationery carries a 
picture of a black kitten, although 
the color might reasonably be 
changed to blue in view of the new 
network affiliation. Instead of using 
the conventional musical gongs, the 
WKAT signature is performed by a 
“singing cat.” 

Mr. Katsentine, 
overlook a 
bought 


never one to 
promotion opportunity, 
Angora kittens here, had 


them dyed blue and delivered to 
time buyers by messenger boys. 
Each kitten was in a white cage 


bearing the legend, “The Cat Goes 
Blue.” The enterprising _ station 
owner thought of everything he 
even accompanied the Angoras with 
instructions on how to bring them 
up. 


“N. Y. Sun” Announces 
Liquor Brand Campaign 


The second “Name Your Brand” 
campaign for the liquor industry 
has been announced by the New 
York Sun, which will promote the 
movement to distillers, importers 
and distributors in the industry, and 
to advertising agencies with liquor 
accounts. 

The Sun is now offering a series 
of 30 100-line advertisements, each 
showing how to make a different 
mixed drink, to one newspaper ex- 
clusively in each of 215 cities. Be- 
ginning Aug. 5, the series will be 
run six days a week, and will then 
be repeated, ending Oct. 14. 


Munn Heads Art Directors 


Arthur W. Munn has been elected 
president of the Art Directors Club 
of Philadelphia for the 1940-41 term 
Other officers are Gordon M. Wil- 
ber, N. W. Ayer & Son, vice-presi- 


dent; Edward Evans, Geare-Mars- 
ton, Inc., secretary, and Richard K. 
Dooner, treasurer Dee Carlton 


Brown of Geare-Marston, Inc., re- 
tiring president, was elected to the 
board of directors 


Establishes Wine Week 

National Wine Week will be fea- 
tured Oct. 13-20 in advertising dis- 
play banners, menu and correspond- 
ence stickers and other selling helps 
devised by the Wine Institute and 
the wine advisory board under the 
California state director of agricul- 
ture 


Fears Advertising 
Faces Handicap 
in Television 


New York, July 16.—A prediction 
that advertisers “will drive viewe! 
away by insisting on too long a dis 
play of products and too much 
accompanying sales talk” when tele 
vision becomes an_ advertising 
medium is made by Waldema 
Kaempffert, science editor of the 
New York Times, in his introduction 
for the new book, “We Present 
Television.” 

Pointing out that the chances 
are that in the beginning the ad- 
vertiser will overdo television, M: 
Kaempffert believes that a new kind 
of advertising display and a new 
kind of dramatic action must be 
invented. 

“To drive home his point the 
advertiser must be dynamic and 
brief,” according to the editor. “He 
will have to cultivate restraint—to 
imply rather than to state directly 
what he wishes to convey.” 

The book, published by W. W 
Norton & Co., New York, at $3, is 
edited by John Porterfield and Kay 
Reynolds. A dozen men now active 
in various phases of television con- 
tribute chapters on various phases 
of the art. 


Advances G. A. Freeman 

G. A. Freeman has been elected 
vice - president of Commonwealth 
Edison Company, Chicago, in charge 
of sales, succeeding the late Edward 
W. Lloyd, to whom Mr. Freeman 
Was assistant. 


Dodge Names Ouellette 
Louis J. Ouellette has been named 


sales supervisor of the Dodge Di- 
vision, Chrysler Corporation. 


SHUT OUT YOUR DEADLINES WITH 


y 
| 


~-” 


poll 


SPEED... 


Just phone us—that’'s all. We'll call tor 
your plates, mats, artwork, booklets 
anything, everything—route them ¢ 
rect and fast; deliver them prompts 
on arrival. Low rates, and no ext 
charge for pick-up and delivery in «'! 
cities and principal towns. 

For Super-speed, use Aim Exrnes> 
3 miles a minute. Day and night s 
ice. Special pick-up — Special deliv: 


RAILWAY 
EXPRESS 


AGENCY INC 
NATION-WIDE RAIL-AIR SERVICE 
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action due to minor divergent ob- 
jectives, difficulty of agreeing on a 
unified plan, and necessity for keep- 
ing such a unified plan so general as 


jMore Consumer 
| ; Contest Ideas ” Guus on cask make on any in- 


dividual manufacturer is not the 


Summarized fighting of ideological battles but the 


maintenance of his sales, this prob- 
(Continued from Page 8) 


lem naturally becomes easier if the 
_general consumer attitude toward 
formation consumers desire. 2. Spe- 
cific distribution to selected groups 


his company is friendly, rather than 

unfriendly. He should realize that 

or individuals. 3. Consumer-con- |cUrrent criticism of advertising is 
scious sales training programs. | simply a manifestation of normal, 
|selfish impulses, and that the exist- 

iiow to Distribute Information lence of these impulses can be util- 
To attain the objective of mass |ized in winning customers to his 


distribution of information consum- | side. 
ers desire, an advertiser could adopt For the individual advertiser who 
such of the following activities as|wants to dissociate himself in the 


best suit his needs: 
1. Include regularly in his maga- 


public mind from consumer criti- 


cism, this 
suggested. 
1. Sell the public what it wants— 


three-point program is 


not what the advertiser wants to 
sell it. 
2. Sell at a price the public is 


willing to pay—not at a price the 
advertiser thinks the traffic will 
bear. 

3. Advertise as the public likes its 
advertising—not as the advertiser 
thinks the sales record demands. 

To determine what the public 
really wants calls for scientific re- 
search, including especially careful 
contacts in the field, but the result, 
if taken advantage of, “places the 
product of the advertiser far ahead 
in utility and value in the consum- 
er’s mind, and thereby provides a 
tremendous sales advantage.” 

To determine what the public is 


really willing to pay also requires 
scientific research, followed by en- 
gineering and laboratory studies in 
the factories, as well as in the sales 
and distribution ends, to produce a 
worthy product which can be made 
and sold at the required price. 


How to Advertise 


As for advertising as the public 
likes it, the author declares that 
consumers say they do not like over- 
drawn dramatic appeals, exagger- 
ated claims, and misleading half- 
truths. With product and price pre- 
cisely suited to consumer needs, 
these devices would be unnecessary 
and attractive, straightforward pre- 
sentation of the product’s qualities, 
its benefits to the consumer, its price 
and availability, can then be made 
with a conservativeness to please the 


! 

| critical consumer, and an effective- 
ness to gratify the most profit- 
minded advertiser. Research here 
also should aid in developing con- 
sumer-acceptable advertising. 

To make the most of the oppor- 
tunities the plan affords, the author 
suggests that the three policies and 
their benefits to both consumer and 
advertiser should be outlined to the 
public in a separate good will or 
prestige campaign as soon as (but 
not before) they have been put fully 
into effect. 


Columbia Names Hoyt 


Columbia Alkali Corporation, 
New York, a division of Pittsburgh 
Plate Glass Company, has appointed 
Charles W. Hoyt Company, New 
York, to direct its account, effective 
Oct. 1. 


zine and newspaper advertising a 


small block of purely factual copy 

which answers questions he knows 
are in consumers’ minds. 

2. Include vital product 

mation in radio commercials. 

3. Include a reasonable amount 

of specific product and policy infor- 

| mation in motion pictures produced 
for showing to consumer groups. 

4. Even in outdoor advertising, 


infor- 


there is a limited field for factual 
information, if briefly and carefully 
ion handled. 
e] 5. Reader cards, bearing impor- 
As ' tant product facts, may be shown 
ch in window, floor and counter dis- 
le ' plays at point of sale. 
ing 6. Publicity or public relations 


1a! material presents an effective ve- 
the ' hicle for consumer education if the 
lon data can be skilfully included as 
ent | integral and natural elements of 


news releases. 
ces | As for specific distribution of in- 
formation to selected groups and 
individuals, the author suggests the 
following: 
1. Extensive use of package in- 


oOo = 
rr ee 


THOMAS R. PONTON, M.D. 


be serts, devoted in part at least to a 
clear exposition of product informa- 
the tion. 
ind 4 2. Informative product labels. 
‘He 3. Direct mail transmission ‘of in- 
to |) formative data to selected lists. 
tly 4. Material specifically prepared 
for the use of consumer groups, 
W omen’s clubs, schools and col- EADER interest and advertising re- 
— Ie ge 
Cay 5. Invitations by manufacturers sults depend upon the editor. Un- 
ave to consumer groups as well as indi- less he has experience and authority, and 
on- viduals to visit their plants and “see is 
ses for themselves.” consequently can assume a position of 
§ * Is > . ser” , j >} 4 . 
. “Use the user’ by inducing real leadership. neither readers nor ad- 
users to pass on their opinions and 
1 reactions to others. vertisers can achieve maximum service. 
ted Sales Training Set-Up ad 
Ith , ‘ : —e . “= on , 
mn The third step, development of HOSPITAL MANAGEMENT, now. in 
ond consumer-conscious sales training t ‘ ty-fiftl | aida P 
nan programs, the author calls vitally Se SWemy ee = FeSr, BAS Cues OU 
important. Manufacturers’ or deal- standing editorial acceptance in the great 
ers’ sales staffs should be given a : . . | field 1 ft bl 
training program of data and in- institutional field because of the able men 
ed STuCeane Tink Wis Saeeee Tem te who have directed its editorial policies. 
a catch step with the consumer move- a ‘ ‘ 
Di- ment, and interpret the activities of The late Matthew ©. Foley, editor for 
the 1 anufacturer or dealer in terms fifteen vears, founded National Hospital 
2 of satisfying consumer wants and : : : 
TH demands. Day and was the primary factor in the 
Ti ‘ Ss mh +i . ‘ ‘ - 
‘ specific kind of information development of a sound public relations 
to be transmitted by the advertiser 


nsumer groups the author out- 
as follows: 


to ¢ 
line 


program for hospitals. 


, : = 
1. Wherever possible tell the 
consumer how advertising benefits His successor. Dr. Thomas R. Ponton. 
him by actually lowering the price 


! merchandise. 


is a recognized authority on hospital ad- 


*. Tell him of the quality materi- ministration. With a background = of 
als ed in the product and what ‘ e , : 
tk eans in terms of consumer practical hospital experience, both in 
venelits America and overseas. he contacted per- 
for 3. Tell him of the fine workman- ; 
- ship and careful inspection that sonally nearly every general hospital in 
d gua the quality of the product, 
tly ind something of the relationship 
, between employer and employe. 


4. Make use of labels that tell as 
uch as possible about the product, 
t gredients, its weight or volume 
end its various uses. 


cally for a single advertiser, 
than a program of group ac- 
S suggested in the plan sub- 


Y IA nree-oin props develope Hospital Management 


mitted by C. E. Yeager, Hearst 
Magazines, Inc., New York, which 
a given an honorable mention in 
mm ‘ne ntest. 
‘ T plan is directed at a single 
mm “dvertiser any single advertiser 
eC e the author believes the 


cannot be solved by group 


100 E. Ohio St. 
CHICAGO 


Editorial Leadership 
in the Hospital Field 


the United States and Canada 


velopment of the standardization 
gram of the American College of Sur- 
geons. 


His two current projects, for the audit 
of professional service in’ the 
and for the development of a national 
health program by the Federal govern- 
ment which will take due aceount of the 
present distribution of population. hos- 
pital beds and medical facilitie 
tracted national attention and interest. His 
monumental study of the distribution of 


hospitals in relation to population is now 


being reported in a highly 
series of articles in’) HOSPIT 
AGEMENT. 

o 


For greater readership and 


advertising results, use the publication of 


acknowledged — editorial 


leadership in the hospital field. 


HOSPITAL MANAGEMENT advertising volume in the first six 


months of 1940 is up 73°° over the same period in 1939. 


The Only ABC-ABP Hospital Publication 


330 W. 42nd St. 
NEW YORK 


authority 


Walton Bldg. 
ATLANTA 


in the de- 


pro- 


hospitals, 


s. have at- 


important 


AL MAN- 


increased 
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» . T | 2 d D ww ~ ANALYSIS OF DRUG PRODUCTS PRICES BEFORE AND AFTER FAIR TRADE 
air Trade Reduces Drug | an 


ADVERTISING AGE 


a 


+ Ques 


DeussiStS!' Peseaecn Bureau az rs TRADE STATES ; 

a Faire Trace Suevey: 1939 ( 

p ic sserts CHART 2- = THE AVERAGE PRICE OF FIFTY LEADING ORUG STORE ITEMS ‘ 
r es, urvey Before and After Distribution Under Fair Trade Contract 
For All Drug Store Classifications 

(Continued from Page 1) s a AVERAGE PRICE IN CENTS AVERAGE PRIZE AS A PER CENT T tS? (PRITE ENDEDD ; L 
Alka-Seltzer item was given ten Items on Which Fair — ee 
times the weight of Adex in the de- Trade Study Was Based 100 100 | i 
termination of the averages. 1. Adex Tablets, Squibb, $1.00 0 

“In drug stores of 42 fair trade 9 Alka Seltzer. .60 ; 90 ¢0 h 
states,” says the report, under the 3. Armand Pann Cream. .50 2 il 
heading of general findings, “prices 4. Aspergum, .25 = 13s 
of leading fair trade items showed 5. Bayer’s Aspirin, 100’s, .75 80 i Y ¥ 
little change, on the average, be- 6. Bromo-Seltzer 30 | A. YY 
a wie — gee placed = 7. Calox Tooth Powder, .50 | | 70 * 90 YY ; 
under contract and 193 ‘h: ae é 

8. Chamberlain’s Lotion, .50 oe G 
“The weighted average price of ( ‘ aon aia z 
the 50 leading trade-marked items % —— Rtg — - | 60 60 = Yy 
gt . 10. Coty’s Face Powder, $1.00 G 
included in the survey list was 35.56 11. Cutex Polish. .35 pes YY 
cents before fair trade and 35.20 12. Dextri-Maltose, 1 Ib., .75 | 50 5 50 U3 = 0 
cents in 1939, a decline of 1 per cent | 13. Eastman Films. 116V, .35 | , G 
from the average before fair trade. | 14. Ex-Lax. .25 4 YY c 
“The weighted average list price | _—~ avy 40 5 40 Z I 
“1g § I | 15. Feen-A-Mint, .25 : Yi 
of the 50 items is 40.45 cents. Ex-| 16 Fitch’s Shampoo, .75 sees Fy Yj; n 
pressed as a_ percentage of this | 17. Fletcher’s Castoria, .40 30 q & we Yy Disumadl I 
weighted average list price, the! 1g Gillette Blades 5’s, .25 7 : z Y : 
average price before fair trade was 19. Hinds Hon. & Al. Cream, .50 Y, : Yy C 
87.9 per cent, and the average price | 20. Ipana Tooth Paste, .50 20 Vi “ 20 Yiida t 
in ng — eae In | 21. Italian Balm, .35 40.5 9 BS E 35.6 4 ra : By her.9 0 
words, before fair trade these items 95 ; ‘ 98 . ! “, 2 //, 
were selling, on the average, 12.1 - ade fe \ coon 55 os GY ” Y I 
per cent below their list prices, and| 94 [anteen. Blue Refill, .85 Yy U7 ] 
after fair trade they were selling | 25. Lavoris, $1.00 METALL MiNi MUM AVERAGE AveRact . METALL wim imum AVERAGE AVERAGE . 
13.0 per cent below. In terms of) 96. Listerine, Liquid, .25 paice “peice cron “— is ae ae 1939 L 
list are vie ae cael reduction | 27. Listerine Tooth Paste, .25 cain teri 2 mans 
amounted to 0.9 per cent. 9 oi 9 ; 

“The weighted average contract 4 > hoa Antiseptic Oil, .50 oe a the — —— “—- selling eo to be —_ -~ — v4 ome Nl tg min - 
minimum price of the 50 items is 30. Mennen’s Antis. Bor. Talc. 25. mum contrac price, an e average 1s price, are oe sie € in is char rom e ruggists esearc ureayu ' 
35.56 cents, 83.3 per cent of list.| 31. Miles Nervine Liquid, $1.00 ene 
The average price before fair trade, 32. Mistol with Ephedrine, .25 
87.9 per cent of list, was 4.6 points}; 33 Nature’s Remedy, .25 Dauccists' Reseancn Ruetau a2 Fara Teace Srares 
above this level. The average price 34. Pablum, .50 Farm TRape SuRver: 1939 ( 
in 1939, 87.0 per cent of list, was! 35, Palmolive Shave Cream, .25 CHART 4. - RETAIL PRICE INDEXES OF FIFTY LEADING DRUG STORE ITEMS 
3.7 points above. 36. Pepsodent Antiseptic, .50 Before and After Distribution Under Fair Trade Contract 

City-Size Group Averages a en Tooth Paste, .25 For Chains and Various Sizes of Independents \ 
, , 38. Pertussin, .60 BEIOSTED Svtensi y eSIte sae t 

While prices on the average 39. Pinex, .65 see - f 
have declined slightly, the prices in 40. Sal Hepatica, .30 r 
different city-size groups, in differ- 41. Scholl’s Corn Pads, .35 BD serore rate treee MB isys I 
ent store-type groups and in the) 49  Sjoan’s Liniment, .35 S 9 
different store-size groups show 43. Tums, .10 i ‘ 4 
widely varying changes. 44. Unguentine, tube, .50 “ 80 a . 

“It is well known that prices of 45. Vaseline Hair Tonic, .40 - ° ote * 
many commodities tend to be higher 46. Vicks Vatronol, .30 2 = 
in small towns than they are in| 47. Vicks Vapo Rub, .35 » | : | 
larger cities. The extent to which 48. Vitalis. .50 ‘ 4 ° ( 
this is true in the case of leading) 49° Williams Aqua Velva, .50 = 60 . = - 
drug store items is shown in Table 1. 50. Williams Shaving Cream, .35 a oe : 

TABLE 1 “ al p ; ’ 
° "e *. oe 
Price Indexes of Fifty Leading Drug between the different  city-size “4 : : .: i ‘ ° ‘ 
Items Before and After Distribution groups. The difference in the ‘avers F * 5 ee 
] ai . ‘ aa 7 0 . * 
a a a entract age cost of $100 of merchandise at » : 2° ° - ( 
"tet Be a — list in towns of the smallest city- ; % - < 
= = - sins size group and cities of the largest o 30 % - ate 
elore air . . uw * - x 
‘a —— >i a ie city-size group has been reduced © : ° 0° 
joules cane pry pty ~~ from $13.90 to $7.50. Between cities 3 20 . a x ; 
anne << sonaan a7 4 a8 0 15 of the smallest size and those of the . % . < ; 
’ - it 89. —~! 10,000 to 100,000 class, the spread! }2 . : 
i. 100,000 to 1,000,000 84.6 85.2 0.6 has bee educed fr $890 + 10 * t 
ie potas 17 45 135\.. CC Le ee ee : : 
ie. : . sai “$5.80; between cities of the latter 
“i Weighted Average 87.9 87.0 9.9 | 8roup and those of the 100,000 _to ° peg sien te Site $20" to $30" $}0" to $50m $504 ano Oven ' ALL CHAIN 7 : 
ses a | 1,000,000 group, from $2.80 to $0.70; , ORUG STORES 
-§ sin fied - “0 a soon <oll fair and between cities of the latter reas Saree Cae Couns 
ie: ‘ - m — aia ; anew: a duc one group and those of the more than The Wlath of the Bars le in Propertion to the Tete! 1935 Motel! Orug Seles in che Various Groupe 
ie nme spread OF average prices 1 999,000 group, from $2.90 to $1.00. 
Averages by Store Type, Size In this chart, fair trade price changes are represented, as they affect merchandise offered for sale in chain stores and 


in independent stores grouped by annual volume of business. The width of each bar is in proportion to the percentage 


“Average prices, before and after . . 
-s of total retail drug sales for which each group accounts. 


fair trade, and average price 
changes for the various type and 


ComgrstDochions 


Mothers requested 32,628 book- 
lets and samples from the CON- 
GRATULATIONS Service Depart- 
ment during the month of June. 


IN TROUBLE 


over your 


newspaper adss 


Call a Rapid man 
... he'll know the 


answer 


Because Rapid Elec- ‘ @. d May 
trotype Company has 
been making plates 
since national adver- 
tising began; because 


Rapid 


advertising platernak - 


is the largest 
er in the world; because Rapid has taken 
the trouble to compile this handbook of 
newspaper advertising, covering engravings, 


photography, artwork, type, and lockup. 
Call a Rapid man from — 


Cincinnati,New York, Atlanta, Philadelphia 
Chicago, Detroit, and San Francisco 


size groups show as much variation 
as the averages for city-size groups. 
Price indexes, for store type and 
size groups, including drug stores 
from all sizes of cities, are shown 
in Table 2. The prices and price 
changes for a particular store-size 
group may show marked differences 
in various sizes of cities, but these 
averages indicate in general what 
has happened in the different type 
and size groups. 

“These figures indicate the exist- 
ence of a general relationship, on 
the average, between store-size and 
price. Both before fair trade and 
in 1939, the highest average price 
for independent stores, based on 
prices at which the bulk of sales 
were made, is found in stores of the 
smallest volume group. The lowest 
average price is found in the largest 
volume group. Beginning with the 
smallest store-size group, each suc- 
ceeding group of higher volume 
range shows a lower average price. 
Between independent stores of the 
smallest volume class and stores of 
the largest volume class, the differ- 
ence in the price index before fair 
trade was 7.3 points; the difference 


after fair trade was 5.2 points 
“In chain stores the price index 
based on a weighted average of 


both advertised and regular prices 
has increased 4.9 points. In the 
various sizes of independent stores 
reductions in the index range from 
0.4 points to 3.5 points. 

“On the average, independents of 
the $20,000 to $30,000 size 
show the greatest price reduction, a 
decline of 3.5 points in the index. 
As the © store-size classification 
moves in either direction from this 
point, a smaller decrease is shown. 
Independents with annual sales of 
less than $10,000 show a decrease of 
2.5 points; independents with annual 

more than $50,000 show 


class 


of 
little change 

“Price indexes chains and 
various sizes of independents cover- 


sales 


for 


ing stores from all population 
groups are shown graphically in 
Chart 4. 


Significance of the Price Changes 


“Price indexes for chains and 
various of independent drug 
stores in each of the four city-size 
groups give further evidence of the 
general relationships of average 
price to store size and to city size. 
The tendency for these relationships 


S$1zZes 


to persist Is so strong that a defi- 
nite price pattern can be said to 
exist. 


“One of the most significant facts 
revealed in the findings is the wide 
range of changes in the average 
prices of the different drug store 
classifications. The actual changes 
in the index range from a reduction 
of 5.6 points to an increase of 4.9 
points. Fifteen out of 20 indepen- 
dent drug store classifications show 
decreases ranging from 0.2 of a 
point to 5.6 points; five show in- 
creases ranging from 0.1 of a point 
to 3.2 points. Chain 
cations show increases ranging from 
3.2 points to 5.3 points. 


store classifi- 


Most Independents Reduce Prices 


“The price indexes indicate that 
the majority of the independent 
drug stores reduced their prices on 
prominent commodities after they 
were placed under contract It is 
difficult to estimate the number re- 
ducing their prices, but it is signifi- 
cant that of 20 independent drug 
store classifications 15 have lower 
average prices, 13 of these having 
reductions which in excess of 
2.2 cents for each dollar of merchan- 
dise at list. Since price reductions 


are 


are not forced upon retailers by fair 
trade contracts, one might well con- 
sider the causes and background of 
these developments. 


“It is known that retail 
generally were not declining during 
(Continued on Page 24) 


p! ices 


A Complete 


LETTER SERVICE 


Small and large users of 
Direct Mail will find our 
prices and service to 
be to their advantage. 


ILLINOIS LETTER SERV! GE 


216 Institute Place 


Chicago, Illinois 
Delaware 3244 
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R. C. Diserens, Who 
Created ‘Chessie,’ 
Taken by Death 


New York, July 18.—Robert C. 
Diserens, who retired two years ago 
as vice-president and general man- 
ager of Campbell-Ewald Company 
of New York, died Tuesday at his 
home in Summit, N. J. He had been 
in ill health for the past two years, 
and was 56 years old. 

More than a decade ago, while 
an account executive in the Detroit 
office of Campbell-Ewald, he was 
responsible for the creation of 
“Chessie the cat,’”’ whose kittens are 
still used to illustrate the slogan 
“Sleep like a kitten” in advertising 
of Chesapeake & Ohio Railroad. 

Mr. Diserens began his business 
career following his graduation from 
Harvard in 1906 as a member of the 
news staff of the Cincinnati Post. 
He entered advertising in the Cin- 
cinnati office of J. Walter Thompson 
Company, and then went to Detroit 
to serve in the display department 
of American Can Company. 

He joined Campbell-Ewald in 
Detroit in 1928, and remained until 
1934 when he was named manager 
of the Washington office. A year 
later he came to New York. His 
retirement in 1938 was forced by 
ill health. 


Willis S. Kilmer, 
Publisher and 
Sportsman, Dies 


Binghamton, N. Y., July 16 
Willis Sharpe Kilmer, publisher of 
the Binghamton Press, since its 
founding in 1904, died at his sum- 
mer home near here last week end. 
He was 71 years old. He was also 
owner of Kilmer Pathological Lab- 
oratory here and of a widely known 
racing stable. 

A large-scale breeder of 
thoroughbreds for the past 25 years, 
his horses have won more than $3,- 


000,000 in purses. His Extermina- 
won the Kentucky Derby in 
1918, and his Sun Beau set an all- 


time high for winnings until re- 
cently topped by Seabiscuit. 

Mr. Kilmer was a_ student at 
Cornell University when his father, 
the late Jonas M. Kilmer, was mak- 
ing a fair living through the sale to 
retail drug stores in the vicinity of 
a preparation called “Swamp Root,” 
rights for the manufacture of which 
he had purchased from his brother, 
the late Dr. S. Andral Kilmer. 

3ut the young man had ideas of 
his own about the power of adver- 
lsing and started to put them into 
practice when he left college to go 


into business with his father. He 
argued that if advertisements for 
‘Swamp Root” would pull in the 


Binghamton newspapers they would 
jo similarly in papers throughout 
the country and he placed advertise- 
ments in a large number of them. 
3usiness picked up promptly but 
the elder Kilmer envisioned bank- 
uptcey when the bills for advertis- 
ing began to come in. His fears 
proved groundless when orders for 
‘Swamp Root” poured in much 
faste: Money was made rapidly 
ind for a long time the medicine 
vas advertised in “every newspaper 
ynsequence in the United 
States.” Willis Sharpe Kilmer’s 
t ne was estimated at $30,000,000 
death 


+ 


JOHN M. HAZELTON 

Kansas City, Mo., July 16.—John 
Martin Hazelton, 73, a founder and 
0 years editor of the American 
Hereford Journal, died yesterday of 


heart ailment. He became a mem- 


%r of the staff of the Kansas City 
‘limes in 1895, later becoming its 
ty litor. Later he was editor of 


‘ne Drover’s Telegram and a mem- 


f the Kansas City Post's staff 


He helped found the American 
Hereford Journal in 1910 and was 
actively associated with it until his 
death. 


ALBURTIS HILSINGER 

Newark, July 16.—Alburtis C. 
Hilsinger, designer of the first four- 
color printing press, died this week 
at the age of 93 in the United States 
Veterans’ Hospital at Lyons, N. J. 
He built and perfected the four- 
color press in 1874 while with the 
Crump Label Press Company, Mont- 
clair, N. J. 


WILLIAM F. McNULTY 

Rochester, N. Y., July 16.—Wil- 
liam F. McNulty, former advertising 
man with the Rochester Times- 
Union and later with the Catholic 


Courier, died here July 13 of a heart 
attack following injuries from a fall 
more than a year ago. 


Ehret Names Hartman 
George Ehret Brewing Company, 
Brooklyn, has placed its account 
with L. H. Hartman Company, New 
York. In addition to its Ehret 
Extra draught beer which has been 
marketed since 1866, the company 
plans to package the product in 
bottles beginning in August. 


WSUN, WFLA Now Skw 


Radio Broadcasting Stations 
WSUN, in St. Petersburg, and 
WFLA, in Tampa, have _ been 
authorized by the Federal Com- 
munications Commission to increase 
their night power from one to five 
kilowatts. 


Boulware Goes 
to Celotex as 
General Manager 


Page 1) 

Chicago, July 17.—L. R. Boul- 
ware, formerly vice-president and 
general manager of the Carrier Cor- 
poration, has been named vice- 
president and general manager of 
the Celotex Corporation, a new 
position. He has also been named 
a member of the board of directors 
and of the executive committee of 
Celotex. 

Before joining Carrier Corpora- 
tion Mr. Boulware was general sales 
manager of Easy Washing Machine 
Company, and prior to that had 


(Picture on 


held a variety of executive positions 
in Midwestern plants. 

Creation of the new Celotex post 
was made necessary because of the 
expanding business of the company 
and the consequent increase in ad- 
ministrative duties, according to 
Bror G. Dahlberg, Celotex president, 
who is also chairman of Certain- 
teed Products Corporation and 
Sloan-Blabon Corporation. 


Corn Kix Tries Posters 

A test campaign for Corn Kix will 
be started by General Mills, Inc., 
Minneapolis, this month. The show- 
ing, comprising full color posters, 
will be spotted in isolated areas. 
Kix, which has been advertised in 
almost every other known medium, 
will be making its first bow in the 
outdoor medium. 


ments of 


view point. 


for Producing Ideas.” It 
problem which confronts 
tising, merchandising and 


. 
business 


SAN FRANCISCO . 


J AMES W. YOUNG, director of the Bureau of 


Foreign and Domestic Commerce, and former. 


ly one of the brightest stars in the advertising fir- 


mament, has written a book he calls “A Technique 


gets at the primary 


every man in adver. 


other creative depart. 


from a new and exciting 


It's short—you can read it in half an hour— 
but you will spend a lot longer than that ponder- 
ing his words of wisdom. He will open new roads 


to the goal of learning how to find that new copy 


THE Biggest 


LITTLE BOOK 
YOU EVER 


SAW! 


® ' 
design! 


and keep for reference, but to give to your friends 
and associates—especially the younger men who 


have not yet learned intuitively to create ideas 


in the Young technique. 


Leo MeGivena has written a sparkling intro- 
duction which is just as stimulating as the rest of 


the book. So if you want to get a lift from an 


idea, this book. small in size 


tonnage of words. will supply it! 


Order your copy now—the price is $1 postpaid. 
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LOS ANGELES - 


that new sales plan, that new idea in 


Its a book you'll not only want to read 


and denuded of the 
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Fair Trade Cuts 
Prices of Drugs, 
Survey Reveals 


(Continued from Page 
the period surveyed. Between 1935 
and 1939 the combined Cost of Liv- 
ing Index of the National Industrial 
Conference Board rose from 82.6 to 
85.2: the Sundries series of this 
index, which covers drugs and toilet 
articles, household furnishings, 
reading material, recreation, tobacco, 
candy and so on, increased from 
93.8 to 96.8. 

“It is probable that various fac- 
tors have contributed to the price 
reductions indicated by the index. 
It is true that increased numbers 
of so-called pine-board or cut-rate 
stores have forced lower prices in 
some markets, but the greatest in- 
flux of pine-board stores antedated 
the fair trade movement 
states. This factor is one of the 
underlying causes of lower prices 
in independent stores, but it is not 
the factor which precipitated the 
marked declines registered between 
the time fair trade became effective 
(in most cases, 1936) and 1939. 

“The reasons for the price reduc- 
tions in independent stores are found 
in part in comments supplied by the 
retailers with their price reports. 
Large numbers stated that they had 
reduced their prices toward or to 
the fair trade minimums with the 
result that their volume had _ in- 
creased and that their relationships 
with customers had improved. Many 
indicated that previous to fair trade 
their competitors were advertising 
merchandise at prices below their 
cost, and that they had made no 


99) 


“ec 


instead had concentrated on private 
brands or less prominent brands on 
which they could make a profit. 


Price Changes Vary 


“The pattern of price reductions 
in the various independent store- 
size classifications is likewise signifi- 
cant. In the small towns the great- 
est reductions were made by the 
larger stores. In cities of more than 
10,000 population the reductions 
were greater in the smaller stores. 
This would appear to indicate that 
the more aggressive retailers in 


in most. 


attempt to meet this competition but | 


FAIR TRADE PRICE CHANGES IN VARIOUS SECTIONS 


IN THE RETAIL PRICE INDEXES OF FIFTY LEADING DRUG STORE | TEMS 
From the Period Before Fair Trade 
For -~Geographical Areas and States 
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This chart shows the varying changes in the price of fair trade items before and 
after fair trade, according to geographical divisions of the country. 


smaller towns reduced their prices 
on fair trade items to meet the com- 
petition of larger cities and that 
smaller independents in large cities 
attempted to meet the competition 
of the chains and larger independent 
stores, knowing there was a floor 
below which the competitive prices 
would not go. 


EFFECTS ON PRICES IN VARIOUS CITY-SIZE GROUPS 
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Relationship of average prices to size of city is 
noted that the width of the bars for each city-size group shown is in proportion 
to the total retail drug sales, according to the 1935 Census of Business. 


shown here. It should be 


“No attempt is made here to de- 
termine definitely the extent of the 
changes due to fair trade and the 
extent due to other causes. It is 
significant, however, that average 
prices of the type of merchandise 
surveyed are not subject to wide 
price fluctuations. It unlikely, 
therefore, that ordinary factors 
which affect retail drug prices would 
have produced such radical changes 
in so short a period. Since these 
changes are too extensive to be at- 
tributed to ordinary market factors 
and since they are apparently not 
traceable to any other unusual fac- 
tors, they must be due largely to 
fair trade. 


is 


70 Per Cent Stores Lower Prices 


“In all city-size groups, store- 
size classifications which show lower 
average prices after fair trade in- 
clude 70 per cent of the drug stores 
and 63 per cent of all drug store 
sales. Classifications which show 
higher average prices (index in- 
creases of 0.1 or more) include 30 
per cent of the stores and 37 per 
cent of the sales. City-size groups 
which have lower average prices 
after fair trade account for 70.4 per 
cent of the population; city-size 
groups which have higher average 
prices account for 29.6 per cent. 

“The findings indicate that fair 
trade resulted in general leveling 


of prices. Drug stores which pre- 
viously had relatively high price 
levels effected reductions; those 


which offered these items at deeply 
cut prices were forced to effect 
some increases. 


Prices by Geographical Areas 


“Differences are found in _ the 
composite average prices and aver- 
age price changes for geographical 
areas and for states. These differ- 
ences are due in large measure to 
variation in the relative importance 
of the different drug store classifica- 
tions. For example, in some states 
stores in small towns do a larger 
percentage of the total business than 
do stores of the same classification 
in other states; in some states stores 
of the lower volume range do a 
larger share of the business. Such 


The rates for this department are 

“Help Wanted,” 
“Representatives Available,” 30 cents 
cash with order. 

All other classifications (single insertion rates): % in., $2.75; 1 to 3 in, 
$4.75 per inch. 


“Positions Wanted,” 


as follows: 
“Representatives Wanted,” 
a line, minimum charge $1. 


and 
Terms 


_ POSITIONS OPEN ss 
ART | 
DIRECTOR 
Under 40 desired for 4 A leading Chi- 
cago agency. Outstanding visualizer. 


Capable managing large department. 
Salary open. 

LAYOUT ARTIST. “or Chicago 
agency. Capable producing neat 
roughs, good lettering, indicate fig- 
ures. Salary $75 wk. 
STENO—Chicago agency media de- 
partment. Exp. figuring rates. Sal- 
ary $100 mo. 


Specializing in advertising personnel. 
FRED MASTERSON 
Sinclair-Masterson Personne! 
Room 1528, 120 8S. LaSalle St., Chicago 

PHOTOGRAPHY 
41,000,000 stock pictures, all subjects. 


Over 1,200 correspondents execute 
photo assignments anywhere in U. S. 
promptly, at low cost! 
Free-lance Photographers Guild 

219 East 44th Street, N.Y.C. 
MUrray Hill 2-3810 
POST CARDS 

“PHOTO” POST CARDS 

Newest, most economical method of 


displaying any product. 
prices on request, 
Hamilton, Ohio. 


POSITIONS WANTED 


Advertising Assistant, creative. Sound 
modern 


Samples and 
Graphie Arts, 


copy, layout, economical pro- | 
duction Nine years with advertiser 
and agency. 31. Employed. 


tox 3074, ADVERTISING AGE, Chgo. 


| commercial 


| Planning Your Fall 


POSITIONS WANTED 

Publicity Man—Organization, collexe, 

publicity experience. Al: 
experienced in newspaper work, 
vertising, radio writing, market 
search, promotional publication. U 
versity training. 
Box 3073, ADVERTISING AGE, Ch; 


REPRESENTATIVES AVAILABL! 
San Diego Representative; Publishe:s 
representative; 16 years success‘ ))) 
experience. Finest references aid 
contacts. San Diego pop. 1940 census 
202,000, gain 34%. U. S. Navy con- 
tracts over $60,000,000, If your dea 
is sound, I can sell it. Detld. answrs 
ingrs. 507 Union Bldg., San Die: 
Calif.. Harwood Hoyt Fawcett. 


PUBLISHER’S REPRESENTATIVE — 
experienced advertising space salrs.- 
man, wide acquaintance, N.Y.C. Office 
wants Eastern representation of 
eading publication, commission bas 
Box 3054, ADVERTISING AGE, N. y @ 4 


MISCELLANEOUS I 


Promotions? | 
Use Laurel's Improved Process for Re- 


| 
| producing Attractive lllustrated Book I 


lets, Folders, Catalogs—Economical)y 


Engravings-Typesetting Cc 


$2.63; 


| Expensive 
Eliminated, 

| 500 (8%x11") copies 
| Additional 100's 22e¢ ‘ 
Request Free Descriptive Manual. In ( 
| Metropolitan N. Y. ask for Represen- ‘ 
| tative. WaAlker 5-0526. i 
| Laurel Process, 480 Canal St., N. Y¥. C. 


| 9s 
differences affect the averages mate- 


\rially. It has been seen that prices 
|in smaller communities are higher 
than those in large cities and that, 
/on the average, stores of different 
size register different changes. It 
follows, therefore, that average 
prices or average price changes in 
any geographical area or state 
depend to a certain extent on the 
nature of that area or state—the 
extent to which it is rural or urban, 
the density of the population, the 
proximity of larger communities to 
smaller ones and other factors. 
These conditions have important 
effects on the average prices of an 
area or state, and to some extent 
they account for the variety of 
changes found among different geo- 
graphical areas and different states.” 

Other material covered in the 
study, in addition to the matter of 
prices, covers the volume and extent 
of drug store prices possibly affected 
by fair trade. This portion of the 
study points out that such items as 
soda fountain, magazine and news- 
paper and book rental sales, ac- 
counting for 35.12 per cent of all 
drug store sales, are not affected in 
any way; prescriptions, tobacco, 
jewelry, electrical appliances, etc., 
are affected only slightly, although 
these items account for 45.28 per 
cent of drug store sales; and only 
proprietary remedies, cosmetics, etc., 
accounting for only 19.6 per cent 
of total drug store sales, are vitally 
affected. 

The Druggists’ Research Bureau, 
which made the study, was backed 
by the American Association of Col- 
leges of Pharmacy, the National 
Association of Retail Druggists, the 
Federal Wholesale Druggists’ Asso- 
ciation, and the National Wholesale 
Druggists’ Association. Chairman 
of the Bureau is John W. Dargavel, 
executive secretary of the National 
Association of Retail Druggists. 


Poor Richard Installs 


James J. Stinson, president of 
Gatchel and Manning, Inc., Phila- 
delphia, was installed as president 
of the Poor Richard Club July 15. 


William Berry took office as Ist 
vice-president; Howard Medhold, 
2nd_ vice-president: V. Winfield 


Challenger, secretary; Paul A. Bein, 
treasurer, and Dr. Franklin R. Cawl, 
assistant treasurer. 


Statistical Review 
of Advertising D 
May Be Launched 


1 
I 
i 
New York, July 17.—Jesse Scott, FE 
} 
} 


American-born publisher of the Sta- 
tistical Review of Advertising of F 
London, is planning to launch a 
similar publication in this country, 
he revealed here this week. 

Mr. Scott arrived from England I 
only last Saturday, and hence has ‘J 
only begun the difficult task of set- 
ting up the new service. He plans 
to depart on a trip to the Pacific 
Coast on which he intends to con- 
tact clipping services to make 
arrangements for getting tear sheets 
of all advertising, from which sta- 
tistical estimates of promotion ex- 
penditures by each advertiser wil! 
be taken. 

He told ADVERTISING AGE that the 
Statistical Review which he founded 
is still operating at a profit in war- 
torn England. The American count- 
erpart will be closely patterned 
after it, he said. The Review is : 
pocket-size quarterly about 20) 
pages thick, including newspaper! 
expenditures by months for adver- 
tisers in all classifications. It car- 
ries advertising. 


Wilson to Rambeau 

William M. Wilson, formerly of 
the advertising department of ‘he 
Washington Post, the New Y 
Times and the Los Angeles Tir 
has joined the sales staff of the New 
York office of the William G. Ram- 
beau Company, radio station repre- 
sentative. 


rh 


Vera Oskey to Compton 

Vera Oskey, copywriter for Ki 
Reeves, Inc., Minneapolis, for 
past five years, on July 22 will 
Compton Advertising, Inc., ° 
York, as a writer of radio comme! 
cials. 


MAILING SERVICE 


Multigraphing — Filling-» 
Addressing - Mimeographin¢ 
THE LETTER SHOP, Inc. 


440 So. Dearborn St. Wabash #655 
CHICAGO 


X 
é 
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JOHN A. CAIRNS 


& COMPANY | 


TEXTILE 
ADVERTISING 


45 EAST 17th § 
NEW YORK Cl 
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July 22, 1940 ADVERTISING AGE 


Index of Retail Activity 
80 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1940, by Advertising Publications, Inc.) 
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‘ iti, O 8,469,279 8,927, 13¢ 4) 1 0,405 bon 14.¢ voli 
‘ ind, O 9,553,300 1,87 17 2 ' 5,0) at ' oh seh ee fanveny “Re 707 American Bgnt Side Waw'y 0828 (eourd voua 
r bus, O 7,120,406 7,195,170 7.9 10 1.S04 0 is 7.3 - sacient 
ia ao TRTIATT [0779.10 x 3 600 15.4 10.8 NORTHERN PACIFIC RAUWASWACATHERN PACIFIC RA\LIAS 
Davenport, Ia, 4,988,124 H,LIUS 176 0 4 138.502 157.200 13.6 
TY 7 15.346 7,5 od S.6 5a ZlO,4N4 185,05 11.3 . . . . * * 
wayton, Y 1,435,546 aS 4 ap Four insertions of newspaper co for the Northern Pacific Railway in which 
Denver, Colo, .. 4,876,692 1,499,811 1 145,332 139,544 10 pap PY J : y 
Den Moines. fa. 603 435 610,830 La L092 103.933 O5.°11 = 8 plays on the names of national magazines are featured. 
Detroit, Mich. . 9,458,982 10,666,991 11,136,803 + 17.7 1.4 OS 020 227 13.8 
‘aso, Tex... 5,481,776 2. 641,476 5,886,053 + 7.4 + 4.3 nt ys 178,220 13.8 . 
: nevi F in. . 6,596,114 6,337,170 6,509,062 1.3 + 2.7 202,076 208,684 +3 . Gallon Containers for 
Erie, Pa. ..... _ 4,806,084 5,105,758 5,009,522 1.2 1.9 178,514 162,582 8.9 oming Milk Held Illegal 
Fall River, Mass.. 1,719,788 1,810,633 1,865,739 8.5 + 3.0 O3.476 5,841 4.4 2 x 
Flint, Mich. 3,708,222 1,416,194 1,784,878 $29.0 - 8.3 127,162 137.424 8.1 ° Gilbert F. Lappley, counsel for 
Fort Wayne, Ind.. 5,717,516 5,646,196 5,928,318 3.7 + 5.0 180,264 198,912 + 10.3 onven 10nS the milk control division of the 
Gat 2 . 8,064,845 3,120,155 3,403,342 + 11.0 v1 106,304 126,031 IS. Wisconsin department of agriculture 
Grand Rapids, Mich... 4,640,716 1,683,210 1,883,270 + 5.2 + 4.3 133,21 133,826 +O. and markets, has informed the Mil- 
Greenville, S. C.. ; 3,360,255 3,489,910 3,902,525 + 16.1 + 11.8 LOG,%5 135,373 t2o.4 * waukee common council that milk 
ee @ 890.549 9.082.906 10.103.448 iis 11.2 599 138 97 208 0) August 4-7. Annual meeting, Na- cannot be sold legally in gallon con- 
Indianapolis, Ind 8.451.472 & 795.498 427.497 11.5 7.2 OTS. RBS 87,756 3.2 tional Association of Broadcasters, tainers in the state. The opinion 
Jacksonville, Fla 1,598,254 1,833,108 5,229,098 13.7 8.2 155,274 151,606 4) San Francisco. was handed down following the 
Ka ns ty AD .* saatame et an os 1 + 141 * : a. at rt vo 11 ; Aug. 12-15. Annual convention, adoption of a resolution by the 
Aansas » Aan 6 ’ 9 £0,060 ” - « to ‘ Wo , « 9 ° =e . . 7 
kK 1] : 5,403,264 5.711.676 5 703.474 =e 1 183.946 (74.9 ; National Sign Association, Hotel} council in which it asked the de- 
noxville, enn, . 5,403,26 5,7 676 5, 703,47 + 5.6 ‘ +046 74,058 i) . ries . “oe s ae - 
L Rock a Phe 1 864.066 4.892.958 1.989 628 Log L949 149.499 153.42? _>4/ Pennsylvania, New York. partment of agriculture to permit 
Angeles, Cal 12,343,765 13,457,492 13,198,160 AY 14 112,004 {OS.508 0.4 Sept. 8-11. Annual convention, | distribution of milk to residences in 
I ville, Ky 7,521,508 7,720,120 7,815,894 + 3.9 1.2 223.076 923,453 11 Mail Advertising Service Associa- gallon containers at a price below 
ss 94,862 5 73 75 +13 + 3.0 33 71,822 +29 . » retail price for e same amo 
L Ma $,194,8¢ 4,581,738 1,758,488 13.4 133,084 171 ! ltion International, Stevens Hotel, ce Re Jy hy: Sigh imount 
Manchester, N. H 1.973.640 2? 673,500 2,498,832 26.6 6.5 ho. 302 TOL930 19.6 = kh 7 4 i . 
Memphis, Tenn. 5,987,926 6,345,430 7,101,934 18.6 11.9 195,790 196,420 Lag |° hicago. ‘ e : Lappley said that a 1911 state law 
Miami, Fla. . 7,775,362 7,603,589 8,339,744 7.3 9.7 214,053 04,337 15 Sept. 9-13. Sixth annual Atlantic established a half-gallon container 
M vaukee, Wis. 7,975,776 7,631,936 8,385,842 1 9.9 188,667 211,736 / 12.2 Coast Premium Exposition, Hotel as the largest size in which pas- 
Minneapolis, Minn. 7,218,187 7,352,603 6,642,945 i) 7 194,413 OO,745 +33 Astor, New York. teurized milk may be sold legally. 
assay County, ia 1 5,388,183 a S0e,vee ‘soseee — sig ees ore “"" Sept. 18-20. Annual convention, 
‘ew Bedford, Mass.. 1,696,100 1, 104 1,870,246 + 10.3 FILS 52,836 4,000 ‘*-" National Industrial Advertisers As 
New Haven, Conn... 4,883,676 4,953,214 5,182,772 + 6.1 + 4.6 150,446 177,464 + 11.3 ¢ ~ . . cnaisy - M4 
New Orleans, La. 9,918,642 10,318,442 10,759,926 +85 + 4.3 133,646 24,274 » § | sociation, Hotel Statler, Detroit. Station CKWX Expands ' 
Ne York, N. Y....... 31,649,161 31,610,369 31,010,144 2.0) 1.9 SI8,418 TH6,9T7 6.3 Sept. 24-25. Annual meeting, Na- Station CKWX, Vancouver, B. C., 
Brooklyn, N. Y....... 2,745,455 2,180,193 1.418.928 OI 12.0 61,998 16,126 25.6 tional Publishers Association, Sky- Is now operating with an increased 
DONSGM: Wika decavenns 5,007,702 5,127,472 1,500,418 4.8 +- 7.3 170,506 179,900 + h.b top Lodge, Skytop, Pa power of 1,000 watts, and on a new 
Oakland, Cal. .. . 3,899,386 4,205,958 4,659,718 19.5 + 10.8 138,428 141,540 + 2.2 3 te 2 : . frequency of 950 kilocycles. Its 
Oklaho ‘ity clk . 452.50 O88 22% 291 18 9 7 Lo 4 Sept. 26-28. Annual convention, ee we 
homa City, Okla.. 6,452,551 4,988,326 4,231,184 1.4 15 121,114 123,57 20 - 3 : : power was formerly 100 watts, and 
Omaha, Neb, ......... 3,300,852 3,142,527 3,254,943 1.4 + 3.6 00,703 85,348 5.9 National Association of Photo-Lith- 5). frequency 1010 kilocycles 
Peoria, Il 5.454.186 5.810.803 6,264,083 14.8 7.8 155.610 174,328 12.0 ographers, Chicago. ‘ ’ ‘ 
Pi ory oan amt hae a pig ee e ~~ $20,156 130,045 +24 Sept. 29-Oct. 2. Annual conven- aa 
*hoer iy 53,196 3,951,3 81,062 5.2 n ;, 648 20.40 L236 : ar 
P a, oe 1'a88 ate 10 ++ aa 1. 78 o14 4 ; ‘ ; gtr +1 * - , + tion and specialty fair, Advertising Browne to Seattle 
P ind, Ore. 6,213,206 6,750,277 5,955,204 1.2 11.8 239,666 211,624 11.7 Specialty National Association, John B. Browne, Jr., Los Angeles, 
Reading, Pa 5,123,583 5,365,809 5,743,170 $12.1 + 7.0 173,474 188,200 .s.5 Stevens Hotel, Chicago. has been appointed Northwest man- 
Richmond, Va 6,494,488 6,918,398 6,851,572 + 5.5 1.0 217,270 223,160 + 2.7 Oct. 2-4. Annual convention, Di- ager for Charles H. Mayne Com- 
R ao “ Y spree S, 170,47 8.1 + 1.8 226,601 224,523 !. rect Mail Advertising Association, pany’s Seattle office. 
R ford, Il 295.060 4.268.810 ST.016 + S.6 + 7.5 137,564 168.364 + 22.4 “L.. " . P . j 
R Island-Moline, Ill. 4,615,562 4.484.662 $581,010 0.7 9] 137.788 172.312 95 } — -Haddon Hall, Atlantic 
S ‘al ; - ; ; TT ity. 
: mento Cal { OLSST 4.426.674 +.1 1,959 1.6 6.6 131.068 128.35 6.4 : = 
s Antonio, Tex 3,319,270 3,839,333 3,978,020 19.8 3.6 115.216 147.791 L983 Oct. 14-16. Annual meeting, Life 
> Diego, Cal 6,647,828 6,908,305 5, O34, 98 15.2 18.4 219,422 193,774 11.7 |Advertisers Association, Washing- 
“ ‘ \ eh 605.795 5 oe 6. 360.46 1. 28 Lé@é 97.750 1S2 O26 " 
> bond. ts i 798.647 269,354 60,536 ‘7 1.7 Beal “80.514 ‘3 ton, D. C. 
R Sani - 7 ; —— " = " = . : Trerr + : Oct. 15-16. Fall meeting, Inland 
rhe ish , &S “ 0.616 4 bh. dil 1 - ‘ ; lz aol i.e . 
St. Louis, Mo 1,591,171 9.655.820 9 861.415 19 8 oe 250.540 249 020 o«¢| Daily Press Association, Hotel Sher- 
s Paul, Minn 6,261,411 637,908 », 709,800 4.8 1.3 157.80 142,27¢ & man, Chicago. 
Ti: _ © a . Daan ane res aogie roo. P ase 174,440 b2t,c64 28.8 Oct. 17-18. Annual meeting, 
mi as 3.178.672 342.30 1.523.600 10.9 5.4 109.410 95.564 12.7 = 
. , —_ ; : : , Audit Bureau of Circulations, Stev- 
‘ la 62,85 3,552,696 421,318 + 35.5 + 24.4 23,368 119,518 1 . 
to, Ont., Can 9,421,221 8,942,538 8,322,073 11.7 6.9 257,557 201.327 #18 ens Hotel, Chicago. 
ee 2,237,646 2,330,822 2,318,764 fi 0.5 78,512 66,640 15.1 Oct. 28-30. Annual convention, 
Okla 1,854,714 4,825,296 5,082,986 + 4.7 3 156,660 148,890 ».” | Financial Advertisers Association, 
\ stor D>. ( . + ; nae : OxG be ¥ +e aa te ’ : : 4 i! +F 514,391 ® |The Homestead, Hot Springs, Va. 
gz ! 042.505 008.747 7 } 0.0 ; oo 2 45 160.202 0.49 " 
= : April 1-4, 1941. Eleventh Pack- 
ota 510,666,484 521,960,382 529,898,583 + 3.8 + 1.5 15,467.48 1! 8.128 06 aging Exposition and Conference, 
Akron Times-Press discontinued Aug. 28, 1938 Ss Spokane Press discontinued March 18, 1939 sponsored by American Manage- 
- Linage of Daily American now combined with ¥ St. Paul Daily News discontinued April 30, 193s ment Association, Stevens Hotel, 
Record 1®) San Diego Sun suspended publication Nov. 25. 1939 Chicage 
buffalo Times discontinued Aug. 1, 1939 11 Atlanta Georgian and Sunday American ceased pub cago. 
‘ ‘hicago Herald & Exam. discontinued Aug. 28, 11539 lication Dee. 17, 1939 


Milwaukee News discontinued Jan. 14, 1939 12 Linage of Syracuse Journal, now combined 


§ Oklahoma News discontinued Feb. 24, 1939. Herald. *''t’ Mennen Sponsors News 


Times discontinued Dec. 28, 1938 13 Minneapolis Star and Journal merged Aug. 1, 1939 The 


Mennen Company resumed 
sponsorship of Bob Garred’s morn- 

. ° wer: ” . ing newscasts over the Columbia 

Pritz Picks Graham Bratter to “Tribune Brown & Bigelow Changes P.cijic Network July 15. Garred is 
Richard S. Graham has resigned Henry Bratter, former business C. E. Ball has been made sales |reporting for Mennen on Monday, 
‘s account executive of Gussow manager of the Minneapolis Star, promotion manager of Brown & Wednesday and Friday for a period 
aon & Co., New York, to become has been named circulation director Bigelow, St. Paul, and John Froh- of 52 weeks, according to the con- 


JL 
been made advertising tract arranged by H. M. Kiesewetter 
Advertising Agency, New York 


Sales and advertising manager of of the Minneapolis Tribune News- licher has 
Dyis 
rT 4 


Company, New York. papers. manager 
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Wrigley Interests 
Behind Purchase of 
Collier Properties 


(Continued from Page 1) 
Draper, president, Cincinnati Street 
Railways Company; and Mr. Frazer. 

Both Mr. Ellis and Mr. Fraser, it 
was revealed, will represent the 
Wrigley interests in the conduct of 
the new company’s business. The 
Wrigley company was listed as one 
of the chief creditors of the bank- 
rupt concerns, the indebtedness hav- 
ing mounted over a period of years 
during which time financial assis- 
tance was extended to the Collier 
companies. This indebtedness is 
said to be in the neighborhood of 
$2,500,000. 


It is understood that new leases 
will be negotiated between National 
Transitads and the transportation 
companies which had contractual 
relations with the bankrupt con- 
cerns. The latter are Street Rail- 
ways Advertising Company of New 
York; Street Railways Advertising 
Company of Delaware; Barron G. 
Collier, Inc.; Barron G. Collier Cor- 
poration of New Jersey; and Penn- 
sylvania Railways Advertising Com- 
pany. 

Only last week Transit Advertis- 
ers, Inc., an independent New York 
company, was awarded the car card 
and poster advertising representa- 
tion on the Pennsylvania Railroad 
system, which was formerly served 


by Pennsylvania Railways Adver- 
tising Company. 
The Barron Collier companies 


not involved in the bankruptcy pro- 
ceedings are continuing their activ- 
ities with indications that the entire 
setup will undergo a reorganization. 


Taylor-Reed Appoints 


Taylor-Reed Corporation, Mama- | 
roneck, N. Y., maker of Cocoa} 


Marsh, milk booster, has appointed 
W. I. Tracy, Inc., New York, to 
direct its advertising. Radio and 
newspapers in New England will be 
used this fall. 


Expand Irwill Drive 

The Jane Irwill sweater advertis- 
ing campaign is being expanded to 
include space in four national mag- 
azines, local newspaper tie-ups and 
point-of-sale display material. The 
campaign is being directed by Wil- 
lard B. Golovin, Inc., New York. 


Nets Bemused 
by FTC Report 
on Copy Purity 


(Continued from Page 1) 


Neither could they explain that 
part of the report which declared 
“the average commercial continui- 
ties representing nation-wide net- 
work broadcasts were about seven 
| times the script length of those ren- 
i\dered for individual station com- 
| pointed out by network spokesmen 
ithat all three national networks 


have for some years imposed strict | 


limits on the amount of air time 
|which may be devoted to advertis- 
|ing, whereas local stations have no 


A Recognized Authority 


When the 1941 edition of the Market Data Book makes its 
appearance this fall, it will be no stranger to the thousands of 
business paper advertisers and their agencies who will use it. This 
standard reference book has been known and respected for nearly 
20 years as an authentic, complete, impartial authority on busi- 


ness and industrial markets and media. 


It has an 


established 


habit of use which assures successful performance by the media 
reference pages appearing in the volume. 

For the publisher these things mean, as they have meant in 
the past, a remarkable opportunity to tell the story of his medium 
to those who are logical prospects, at the time and in the manner 
best suited to their requirements ... when markets and media are 
being studied, when new fields are being investigated, when budget 
making and schedule building are in process. 

Make your reservation for adequate space in this primary 
reference book now. Remember, preferential treatment in the 
matter of position depends upon early reservations. 


| mercial announcements.” It was | 


ee 


FHA POSTER 
Ee — 
Convenient Monthly Payments 
Will Help You 


MODERNIZE 


—_—_ 


Poster being supplied for dealer win. 
dows by the FHA in connection with its 
new modernization campaign. 


| ennai strict standards. 


One possible explanation offered 
was that the networks often submit 
|complete scripts, rather than merely 
commercial portions thereof. The 
reason for this procedure is that 
often there are brief product or 
sponsor mentions sprinkled through- 
out the program which are not 
strictly advertising but which might 
be considered commercials. If the 
FTC considers such scripts as 100 
per cent commercial, when actually 
most of the time is devoted to enter- 
tainment, the seven-to-one 
might be understandable. 


ratio 


May Explain Paradox 


Another possible explanation is 
that the FTC report did not take 
into consideration program length. 
Since most network commercial 
shows are 15 minutes or longer, and 
much of the advertising over inde- 
pendent local outlets of the spot 
announcement variety, this might 
explain another seeming paradox 


Labrot & Graham 
Distillery Sold 
to Brown-Forman 


Louisville, July 17.—Brown-For- 
man Distillery Company purchased 
the land, buildings, equipment, 
brand names and 30,000 barrels of 
aged whisky of Labrot and Graham, 
Frankfort, Ky. The purchase price 
was reported as over $1,000,000. 

The latest Brown-Forman ac- 
quisition follows the recent  pur- 
chase of the Old Kentucky Distil- 
lery at Shively, Ky., and gives the 
company a combined mashing ca- 
pacity of over 5,000 bushels of grain 
per day, and a warehousing capac- 
ity of over 200,000 barrels. 

Labrot and Graham will continue 
operation as a wholly owned sub- 
sidiary. 


“Call-Bulletin” Wins 


Promotion Honors 


The San Francisco Call-Bulletir 
was awarded top honors for the | 
all-around promotion by a Western 
advertising medium by the Pacilic 
Advertising Clubs Association at 


annual convention. The Western 
division of National Broadcasting 
Company won the award for the 


best trade paper advertising. Ot 
awards were: 


Direct mail, KPO-KGO, San 
Francisco; data books, Colu 
Pacific Network: research studies, 


San Francisco Call-Bulletin; general 
advertising, Los Angeles Times: 
cial promotion, Phoenix Repubic 
and Gazette. 


Patterns After “PM” 

Matt G. Perkins, president of 
North Side Press, Inc., Atlanta, "a5 
announced the publication, bes!n- 
ning in October, of a daily paper 
patterned after PM. It will be « d 
Graphic. 


THE MARKET DATA BOO Keka miccu names 


100 E. OHIO STREET, CHICAGO 


SAN FRANCISCO 
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330 W. 42nd STREET, NEW YOR 
LOS ANGELES 


Emil Mogul Company, New Yor®: 
has been appointed to direct a! 


panded campaign on Colombo ©) 


fines for San Gabriel Wine ‘ 
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ADVERTISING AGE 


PHOTOGRAPHIC 


One of the last shirtsleeve meetings of Minneapolis advertising men to discuss 
national publicity for the Aquatennial which got under way Saturday. Left to 
right: Sam Gale, advertising manager, General Mills; Arthur MacDonald, 
Western Newspaper Union; Joyce Swan, Minneapolis Star-Journal; Talbot Johns, 
Batten, Barton, Durstine & Osborn; and E. R. Champion, Investors Syndicate. 


FIRST IN BALTIMORE AD CLUB'S SERIES 


: d BLESSED 


a 


'\S THE RICHEST RESERVOIR OF NATURAL RESOURCES 
THE WORLD HAS EVER KNOWN! 
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inue Join Hands With 130,000,000 Others—and 


ub- STAND BY AMERICA! 


This is the first in the projected series of patriotic advertisements developed by 
the Baltimore Advertising Club. This advertisement was sponsored by Station 
WBAL, and others will be sponsored locally by other local enterprises. 


Com- ’ 


4 miss. 


REVIEW 


OF THE WEEK 


IT'S HOT BUT PLEASANT WORK THEY'RE DOING 
5 a 


GOOD FISHING 


This attractive window display, produced 
for Granger pipe tobacco by Einson- 
Freeman Company, adapts the testimo- 
nial idea to displays by featuring the 
photograph of Preston Herbert, Jr., 
well-known fisherman, and_ identifying 
him, although no actual testimonial copy 


is used. It opened the door also to 
fishing terminology with ‘Hook on to 
Granger." 


GOES TO NORWICH 


John Alden, for the past four years 

advertising manager of the Mennen 

Company, who has joined Norwich 

Pharmacal Company as assistant to Dr. 

M. W. Stofer, vice-president in charge 
of advertising. 


: MEXICO DOES ITS ADVERTISING ON A REALLY GRAND SCALE 


Brush was first cleared away from this small mountain about 10 miles east of Mexico City on the Vera Cruz road, so that 
white paint could be applied to the rocks underneath. The result is @ tire advertisement that passersby can scarcely 


AGENCY MAN GIVES AWAY A SILVER PLAQUE 


SEF capris allan ian a 


sal 


Robert Arndt (left), vice-president of John Falkner Arndt & Co., gives Gov. 

Harold E. Stassen of Minnesota a silver plaque on behalf of the Philadelphia 

Junior Board of Commerce, of which Arndt is president. Looking on are 
Dorothy James, daughter of Pennsylvania's governor, and Mrs. Stassen. 


STUDY BURNS AND ALLEN BUILD-UP 
om 
KSTPEAGE 
TE ABUILIEUE 


= ig | eter || 
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| 

| 

} 

} 
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The evening of the first Burns & Allen broadcast for Spam, product of George A. 

Hormel & Co., the men responsible for the home territory merchandising of the 

company got together for a smorgasbord dinner in the studio of KSTP, Minne- 

apolis. Left to right here, looking over the “score,” are J. C. Cornelius, vice- 

president of Batten, Barton, Durstine & Osborn, Spam agency, and Park Dough- 

erty, general manager of Hormel's Flavor-Sealed division, listening gayly as Ray 
Jenkins, KSTP general manager, explains a fine point. 


WATCH OPENING NEW YORK BROADCAST 


When Westinghouse's Musical Americana shifted from Pittsburgh to New York, 

this coterie of executives was on hand for the Gotham premiere. Left to right: 

Frank R. Kohnstamm, Westinghouse merchandising division sales manager; Wil- 

liam A. Wright, vice-president, Fuller & Smith & Ross; Roger Bolin, advertising 

manager of the merchandising division; Stanley C. Patno and Allen Billingsley, 
Fuller & Smith & Ross vice-president and president, respectively. 
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Popular priced merchandise 
will be more popular soon! 


When America’s factories swing into full production in the National 


Defense program, they will have orders running into billions of 


dollars. The nation’s planned defense expenditure exceeds the vast 
total of $14,000,000,000. 

The defense dollars will be spent for mechanization of the army, 
50,000 planes in a huge air fleet, and more than 200 additional 
fighting ships in a two-ocean navy. The War Department is reported 
to be planning on a minimum of 3,000 tanks and 25,000 first-line 
fighting planes by the end of next year. The government’s plan will 
not only build national defense, but will also stimulate business. 

As plants boom, and production mounts, hundreds of thousands 
of additional employees will be called to industry. Through 
weekly pay envelopes, more than 75% of the billions of defense 
dollars will find their way into the pockets of men in overalls, labor 
in all industries, skilled mechanics, and vast clerical staffs of men 
and women. The volume market will get a new spur, and the 
purchases of millions of customers will mount. The middle- 
incomed will become better customers than ever. 

Taxes, of course, will rise sharply. The upper-middle and high 
incomed families especially will have to scale their expenditures 
to their new net incomes. In contrast, there will be a great improve- 
ment in the purchasing power of the middle-incomed because of 
the tremendous increase in industrial employment. This trend 
should considerably aid stores selling popular priced merchandise. 
While luxuries, expensive foreign importations and costly gadgets 
will be purchased less, the upper-incomed will purchase more 
medium priced merchandise of good quality and style. Popular 
priced merchandise will be more popular soon! 

Are you anticipating the new trend in your advertising plans ? 
In New York, The News is your ideal medium. With more than 
1,950,000 circulation, it reaches more than 1,500,000 families in 
New York City, and more than 275,000 in the suburbs. It covers 
more customers in all walks of life, influences the spending of more 


families, sells more merchandise. It is read by a majority of both 


women and men. In the days ahead, News advertising pages will 
influence more purchases, and help more families spend their new 
incomes. For greater sales, increased volume, extra profit, increase 


: ce your use of The News! 


PICTURE NEWSPAPER 
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